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You can’t win loaded down 


Don’t be like the man in the picture. You just can’t win a leading place in the 
paint business, handicapped by many different lines. 

Such a method adds to your overhead, divides your attention, ties up your cap- 
ital, cuts down your profits. 


Identify yourself with one line—especially when it’s the biggest name in paint 
—ROGERS. That name means guaranteed quality, fast movers, continuous 
advertising (both national and local), success. 


Get the facts. Learn how the ROGERS line will increase your paint business 
and profits. Today, now, write for the ROGERS plan, “Maximum Profit from 


ee 93 
Minimum Investment. 


It will give you a new thought on running a paint department successfully. Many 
of the problems that now confront you will disappear. 


Remember, you can’t win loaded down! 


DETROIT WHITE LEAD WORKS, Detroit, Michigan 


MAKERS OF HIGHEST GRADE PAINTS, VARNISHES, COLORS, LACQUERS 
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Heres the SMALL [OoOL CATALOG 
EVERYONE'S Talking About! 


—and GT D display ma- 
terial turns that talk into 


action. 


To make buying easier for small tool 
users, we are distributing many thou- 
sands of copies of the new Greenfield 
catalog shown above. 


And to make selling easier for hardware 
dealers, Greenfield can furnish quanti- 
ties of striking display material, two 
examples of which are the Greenfield 
display cabinet and the Popular Science 
display card. Here’s how it works: 


Many of your customers use a Green- 
field catalog for reference. Later, when 
they happen into your store, the Popular 








Striking advertising 
in Popular Science 
Monthly is creating 
a brand new market 
for Greenfield. 


New York: 15 Warren St. 
Chicago: 13 So. Clinton St. 
Detroit: 228 Congress St., W. 





5 SREENFIELD. 


Sassi Voreitaad 
CORPORATION 


Science display card, showing the cata- 
log, reminds them of tools they need. 
Their eyes travel to the display cabinet. 
There are the tools in clear view—just 
what they want. The result? An easy 
sale. No time wasted. No selling effort 


whatever. 


The cabinet is beautifully built, sturdily 
put together, and finished in walnut— 
with ample room for your counter stock 
of taps, dies, twist drills and reamers. 
Write today and we'll tell you how to 
obtain one—free—together with the rest 
of the Greenfield display material 


We'll also give you a supply of catalogs 
for those customers who see the Green- 
field display card on your counter and 
do not happen to have a catalog of their 
own. 


Canadian Plant: 


MASS., U.S.A. 





H. A. Feb. 28, 1929 


Greenfield Tap & Die Corp., 
of Canada, Ltd., Galt, Ontario 








IIARDWARE AGE, oe weekly ty the IRON AGE PUBLISHING CO., 239 West 


class matter May 22, 1913, at the Post Office at New York. under the Act of March 3. 


25c. each. Vol. 123. No. 9 





39th Street. New York, N. Y.. ™ S. A. Entered as seconc 
1879. (Printed in U. S. A.) $3.09 per year. Single copies 
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It Always Mays Locked 


The | Bit 





Greenlee @. Extension 


































No matter 
what the nature 
of the work, the 

Greenlee Bit Exten- 
sion will not loosen 
its grip on the bit shank 

while boring or with- 
drawing the bit. This is 

due to the positive locking 
device which is an entirely 
new idea in tools of this 


type. 


Reasons Why 


The Greenlee Bit 
Extension is. a distinc- 
tive tool: 


First—Because of its stur- 
dily constructed, free acting, 
positive lock. 


Second—Because of its wide 
range, since it has sufficient strength 

to drive a bit up to 1 inch in di- 
ameter, yet small enough to follow a 
5-inch bit. 
Another feature which is of es- 
pecial value in the Greenlee is its 
wider range. Because of its design 
it has sufficient strength to drive a 
bit up to 1 inch in diameter, yet it 
is small enough to follow a 5%- 
inch bit. 


Third—Because an accurately shaped 
chuck accommodates the shank of the bit, 
thereby eliminating the usual light jaws. 


And Fourth—Because of the smooth- 
acting guide slot, the extra heavy shank, 
and its pleasing appearance. Tool is 
entirely nickel plated, excepting the 
i square, which is lacquered green. 
The distinctiveness of these 
two features, alone, will ex- 
cite the interest of any 
mechanic. It simply 
means that the Green- 
lee Bit Extension has 
that desirable re- 
quisite for a suc- 
cessful sale ~ it 
has the appeal. 


Sales Offices and Warehouses: 


New York: 126 Chambers St.; 
Boston: 34-36-38 Binford St.; 
Philadelphia: 2401 Chestnut 
St.; Canada: Richardson & 
Bureau, Ltd., 278 Craig St. 
West, Montreal. 








GREENLEE TOOL CO. 


Rockford, Illinois 
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There’s No Other Track 
Like This On the Market 





































Note the telescoping joint 
(patented) that greatly sim- 
plifies the erection of 
“*Shedwel’’ Track and 
eliminates the necessity of 
using joint-brackets,. 


End View of “‘Shedwel” e 
Track Showing Dimensions 


“Shedwel” Track No. 222 was designed to provide full weather 
protection for hanging medium or light weight doors at a 
minimum of cost. This Track eliminates the necessity of 
selling a customer a heavy, expensive track for doors 

that do not require the additional strength of a heavier 


With every Track track but do require the weather protection. 


in the FRANTZ Line 
there is a choice of 
Hangers for adapting 
it to inside or outside 
sliding or folding doors. 


Every Track in the 
FRANTZ Line is 
made of heavier 

gauge stock, will 
wear longer and stand 
more abuse than the 
average type of Track, 


“Shedwel” is a one-piece Track. Is easily installed. 
With its addition the FraNTZ Line of Hangers and 
Tracks is complete. From the Line you can specify 
the correct and most economical type of equip- 

ment for any door. 


Write Dept. H-529 for a copy of the 1929 
Catalog which illustrates and describes the 
full line of FRanTZ Guaranteed Builders’ 

Hardware. 


FRANTZ 
MANUFACTURING 


COMPANY 


Sterling, 
Illinois 


“Runwel” Track No. 555 








“Glide” Track No. tI 


For large or heavy doors. 
Perfect weather protec- 
tion. One-piece construc- 
tion. No joint-brackets 
required. Has telescoping 
joint feature (patented). 





“Hi-Lo” Track No. 666 


For large or heavy doors. 
Semi-weather protection, 
Made in one-piece. No 
joint-brackets required. 
Has telescoping joint fea- 
ture (patented). 


No Hardware is Genuine FRANTZ 
QUALITY Without the Red Label 


For medium size and 
weight doors. Semi-weath- 
er protection. One-piece 
construction. No joint- 
brackets required. Has 
telescoping joint feature 
(patented). 


“Rollaway”’ Track No. 444 


For small or light weight 
doors. Semi-weather pro- 
tection. One-piece con- 
struction. No joint-brack- 
ets required. Has tele- 
scoping joint feature (pa- 
tented). 
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GET “REPEATS” AND MORE SALES 


A sure way to build business in 
hack saw blades is to sell better 
blades: blades so good that the 
user instantly recognizes their 
superiority by the way they do 
the job. 

Disston Hack Saw Blades will 
increase your sales steadily, be- 
cause they (1) cut easier and 


THIS COUNTER CASE 
SELLS SAW FILES 








Thousands of hardware re- 
tailers have greatly increased 
their sales of saw files by putting 
this all-metal File Display Case 
on their counters. 

For this display sells files eas- 
ier and faster than ever before, 
at excellent profits! It contains 
six dozen of the NEW AND 
BETTER Disston Special Extra- 
Slim Blunt Saw Files: 


Y% dozen....... 5-inch WIE. co.05 0% 6-inch 
2 dozen..... 5%-inch 4 dozen....... 7-inch 


—the four sizes that you need, 
and none that you don’t. Just 
enough for quick turnover. 

The case costs you nothing. 
You buy the files only. Order 
from your jobber the “Disston 
File Display Unit.” 


: Henry Disston & Sons, Inc., 
! Dept. 1, Philadelphia, U. S. A. i 


Please send me, without obliga- 
| tion, information on your new file 
! unit containing six dozen assorted | 
| files and free display stand and stock 


: container. H 


ecccecccn! 





Published by HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use,” PHILADELPHIA, U.S. A. Canadian Factory, Toronto 





WITH DISSTON HACK SAW BLADES 


smoother, (2) wear longer, and 
(3) are absolutely uniform. 

Henry Disston & Sons, Inc., 
have been steel makers almost as 
long as they have been saw mak- 
ers. Out of this experience they 
have developed a new alloy steel 
for use in hack saws. 

In other steels there is a ten- 
dency for the steel to crumble, 
because the “grain” is not knit 
closely. In the new Disston alloy 
steel, an added element knits or 
welds the tiny particles together. 
making a steel that is harder and 
tougher for this purpose than any 
steel known before. 

The special heat treatment of 
Disston Blades adds greatly to 
their toughness and hardness. 

The design of the teeth enables 
them to cut faster. Every third 
tooth is a “cleaner” tooth, to re- 
move the chips. 

An interesting, helpful booklet, 
“Disston Hack Saw Blades for 
Hand and Machine Work,” is 
ready for you. It tells you what 
types of blades to sell for differ- 
ent kinds of work, and gives other 
data valuable to every hardware 
merchant and salesman. Ask for 
a copy; it will be sent free. 


SELLING DISSTON SAWS 
MORE THAN 50 YEARS 








John N. Judt 


Many members of the Disston 25- 
Year Club could join a Disston “50- 
Year Club.” John N. Judt, of the Judt- 
Harris Hdw. Co., Fulton, Mo., has 
been selling Disston Saws for 52 years, 
and August Schwien, of the August 
Schwien Stove Co., St. Joseph, Mo., 
has sold them for 51 years. 

The Disston 25-Year Club is made 
up of more than 1,000 hardware men 
in whose stores Disston Saws have 
been sold for 25 years. If you are elig- 
ible, send us your name. It will bene- 
fit you and cost you nothing. 


August Schwien 





















WEATHERPROOF 
HANDLES ON 
DISSTON SAWS 


Every one of the new line of 
Disston Hand Saws has a new 
weatherproof handle, which re- 
tains its fine fin- 
ish in the users’ 
hands. After 
two years’ test 
exposure out of 
doors, in rain, 
snow, and sleet, 
this Disston 
finish looked like new. It seals 
the pores of the wood and pre- 
vents warping. It is more beau- 
tiful, and far more durable, than 
the finest hand polish. 


The design of the handles also 
has been improved. The hand 
holes have been made larger, for 
a more comfortable grip. Every 
handle has a covered top, which 
adds to its 














beauty and Other Advantages 
strength, P 
intew the 1—Lighter Blades 

< d €& ¢t 1 —for easier cutting 
blade triple 2—Narrower Blades 
anchorage. —save strength 
Hand Cafv- | 3—True-Taper Grind 
ed designs —for faster cutting 


are made 
more beau-’ 


4—Thin, yet Stiff 
—for true running 











tiful, in | 5—New Handles 
keepin g —give better balance 
with the | 6—Disston Steel 
finer finish | ~*¢4”s herp longer 
of both the 


blades and the handles. 

The new Disston Hand Saws 
sell better because they are bet- 
ter. They are the most beautiful 
hand saws ever made. 

Seven lightweight (ship pat- 
tern) Saws: D-15, D-12, D-23, D- 
20, D-16, D-8, D-7. 

Eight regular pattern (stand- 
ard width) saws: D-115, D-12, D- 
16, D-8, D-7, D-112, D-17, D-120. 
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PROCESS 


IN U.S. PAT, OFF. 


MURALO 


TRADE MARK REG. 


Bese Cash In on <== 


Spring Decorating —Stock Now , 
MURALO PROCESS WALL COATINGS 
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£ 
j we rush of spring painting and decorating is just ahead. This means a fine, profitable =e 
business for you, particularly if you have an adequate stock of Muralo Process Wall eee 
Coatings. No other wall coatings are so sure to please painters, decorators and home oo 
owners. They come in a splendid choice of colors to match any color scheme. They are pass 
ssese prepared simply by mixing with cold water and can be easily applied by anyone. For 
paoss many uses, they are just as satisfactory as oil paints, yet are far more economical. 
2] Muralo Process Wall Coatings are manufactured by specialists in quality wall finishes 
ose for over 34 years. They enjoy a wide preference with the trade. They sell without effort 
=: wherever they are displayed. There’s just enough time 
os to get your order in for a“clean up” during the spring 
decorating season. 
a Write Dept. J for color card and full details of 
our proposition. 
on aie ° 







































































































































































































































































A “Best Seller” 
for Spring The Demand Never Stops for 


MURALO WALL SIZE MURALO PATCHING PLASTER 


Spring painting demands wall size and it pays to This patching plaster sells itself, not only because of its bet- 
£ ter quality, but for its handy sized 
































sell the best. Muralo Wall Size is in wide favor with f 
painters and decorators because of its uniform high packages of 2%, 5, and 25 Ibs.— 
t s ‘ £ just right for painters, pape r- 
quality—extreme covering Capacity—ease of prepa- § hangers, plumbers, electricians, 
ration and application. It kills stains and gives the E home owners,—everybody’s use. 
ae gee tooth for the sur- : Scientifically timed, uniform, 
ace coat. . —— “| er Re- 
Flaking and peeling is =] pairs all cracked and broken plas- 
ie : ; ay oe ter in a jiffy. Equally good for fix- 
minimized with this a gs =5 ing interior brick, stone, concrete, 
tific wall size. Packed in =21 stucco and woodwork. 
1 lb. packages, 10 Ibs. to = FR Stock now for Spring 
the carton—the sizes that FRE business! 
sell fastest! sesed ass 
pares weet 
Pees eee eee eee eel 


































































































Manufactured by 


THE MURALO COMPANY, Inc. 


Founded 1894 
Specializing Exclusively in Decorative Wall Coatings, Cold Water Paints, Wall Sizes and Patching Plaster 
STATEN ISLAND, NEW YORK 














iE ihn: ui 
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for poultry supply business! Cash in on the vast, ready-made ' 
market for this superior netting! Use it to attract new trade! Newspaper \= 
Use it to increase sales and profits! Electros 





6k year---make U. S. Poultry Fence the leader in your drive FREE 






















U. S. Poultry Fence, today, is the fastest-selling poultry netting on the 
market. Buyers everywhere ask for it by name. They know its 
straight-line construction to be superior to every other type of netting. 
They insist upon it: Nothing else will do. 


Now is the time to profit by this amazing demand. Let us urge that 
you check your stocks! See that you have an ample supply of U. S. 
Poultry Fence to take care of your trade! 


Then launch an aggressive campaign for the poultry netting business 
in your territory! Our FREE Dealer Helps---window cards, news- 
paper electrotypes, envelope enclosures---are yours 
for the asking. 
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Indiana Steel & Wire 
Company 


Muncie, Indiana 


















Sold ONLY through the 
regular wholesale and 
retail trade. 
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300 po sinters and dealers from 50 typ 
ical oho ios give ——— — 
these averages and compe: 


Ist GradePaint 2nd.GradePaint 
Galton pene 301 of 270 ee Galton 
vos ie | as SS 
bao: 12° | 16% BTSs 








eh, 
y 





[" S a Hum-Bug when it pretends to 
save a lot of money at $1.41 lower 
price per gallon than quality paint and 
actually saves less than four dollars 
on the average house — and in 5 
years costs $210 more than quality 
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2x $1887 
a'97.74 
otal 14661 


9774=2= 
44274 Tonal 








paint would have cost! 
Study the amazing facts of this Cost 
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Paint, Varnish and Lacquer Factories, Milwaukee, Wis. 





Cuart! This chart is part of the Sun- 
Proof advertising and retail sales plan 
that makes it easy for any dealer to 
earn great increases in paint profits. 


Don’t pass this by — write for full 
details of special Sun-Proof retail ad- 
vertising and sales plan. 









PITTSBURGH PLATE GLASS CO. 


coal de Portland, Ore., Los Angeles, Cal. 


BIT TSBURGH 





nef Products 
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Now you ean see the color 
through the glass? 


Here is one of the fastest selling ideas _ sell themselves on brightening up some 
that has happened in household enamels __ piece of furniture or doing some other job 
for a long time. Enamel in glass! Allthe about the house. It works like a charm and 
beauty and attraction of actual color. sells the larger cans as well as the small jars. 
Women are fascinated by it, and so are men. Here is the way to get in on the big pop- 

14 colors of Murphy Quick Velvet Enamel, —_ ular move to 4-hour enamels. Stock Murphy 


including black and white, 
can be displayed on the hand- 
some metal stand pictured 
below, and placed in a con- 
spicuous and handy spot in 
your store. 

Here is what happens. 
Customers who may not have 
the slightest idea of doing 
any painting see the bright, 
shiny jars, pick them up 
simply because they are so 
beautiful, and then begin to 





Quick Velvet Enamel in the 
almost-self-selling glass jars. 
The display stand, together 
with full color window dis- 
play, will-help you immense- 
ly to make the most out of 
this fast moving innovation. 
Write for the display ma- 
terial and full details NOW, 
while you are thinking 
about it. 
MURPHY VARNISH COMPANY 


Newark Chicago San Francisco 


Murphy Quick Velvet Knamel 
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WHITING’S BRUSHES 


WHITING’S oe) a Oe se 


ANNOUNCING A NEW 





by 
Whiting-Adams 


O HELP you get a larger share of this profitable householder trade, 

we have designed a special brush for applying the popular new 
quick enamels, varnishes, lacquers and the like. This brush appeals es- 
pecially to women, for it is beautifully graceful and colorful, and its 
long fine bristles make painting jobs easier. 


The Decco Brush—for Decoration 


Decco is the name of the new style brush. Decco for decoration. 
Note the long tapering handle—in four assorted colors and name stamped 
in gold—that keeps fingers out of the painting material. See the polished 
steel ferrule that holds the Vulcan rubber cemented bristles which are 
guaranteed not to come out. Emphasize particularly the generous length 
and thickness of high-grade black Chinese bristles, perfectly chiselled to 


flow on the decorating material smoothly and swiftly. 


A Colorful Display of Itself 
The colorful Decco package is its own display. It is done in four bril- 
liant colors, with a cut-out display top that provides for inserting a brush. 
Has an easel in base of carton that tilts it slightly forward. This package 
makes a compelling display on your brush counter and in your window. 


Volume Sales at Usual Profit 


The handsome appearance of the Decco, its guarantee of quality as 
a Whiting-Adams product, and the moderate price at which you can sell 
it with your usual profit, assure volume sales. Moreover, there are no left- 
overs, for the Decco comes in one most-wanted size only — 114 inch— 
packed two dozen assorted colors to the display carton. Be the first in 
your neighborhood to display this unusual brush. Make it a feature of a 
Whiting’s brush display that will attract new trade to your paint counter, 
and aid you in selling more paint, and other brushes. 









LPT aD eas 2 
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The new Decco is a vol- 
ume seller at regular 
profits, and adds a style 


note to your brush line. 


STYLE BRUSH 



















Without doubt you can secure the new Decco, and other Whiting’s 
brushes for your householder and professional trade, from your jobber. 
If so, he can tell you also about the powerful new aids Whiting-Adams 
offer through their Distributors, to help dealers sell more brushes at a 
profit. But otherwise write Whiting-Adams Company, 695 Harrison 
Avenue, Boston, U.S.A. Use the handy coupon. 


Whiting’s Decco carton—in four bright 








¢) TRADE colors with brush display top, is a com- 
J . . : . 
Aw\ MARK pelling display to snap-up your paint 


counter and window. 








Easy strobes 
that beautify — 





| 
| 
| 
| 





Free—leaflets in four stunning colors 
Tells about the Decco, and house deco- 
rating jobs that call for paint and 
brushes. For your mailing, or give- 


away, to your customers. 























Wuittnc-Apams Co., 695 Harrison Ave., Boston. 
Please send me at once full information about your new Decco Brush, and the 


sales-aids offered free to help us sell more brushes. We buy brushes now from | 












Our Name 


Address 
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ANNOUNCEMENT 


The Joseph Dixon Crucible Company, established more than a century ago, 
and for more than 65 years identified as a leader in the manufacture of graph- 
ite paints, announces the addition of two new paints— 


DIXON’S DIXON’S 
MAINTENANCE 

UTILITY and FLOOR 

PAINTS PAINTS 


These additions come only as a result of many demands and strong pressure 
brought to bear on the part of industrial and railroad consumers or users 
of Dixon’s Paints and dealers from all parts of the country. The finished 
products have been brought up to the Dixon standard of quality through 
intensive laboratory research work extending over a period of many months. 
These paints have been prepared to particularly meet the present-day require- 
ments of industrial buyers. 


DIXON’S UTILITY PAINTS 
Made in Four Standard Colors 


Utility Red Standard Gray 
Bronze Green Standard Brown 


This paint is made consistent with our best quality efforts and is waterproof 
and weatherproof to a high degree, giving from two to four years’ wear under 
normal exposure. 


Dixon’s Utility Paints may be strongly recommended to your customers for 
the best of results on exterior metal and wood surfaces. 


DIXON’S MAINTENANCE FLOOR PAINTS 
Made in Eight Standard Colors 


Light Gray Rich Brown Oak Mahogany Red 
Dark Gray Standard Green Dust-Proof Special Tan 


This paint has been developed for the protection of wood, composition, 
cement, and concrete floors and meets the need for a high-grade line of paints 
for floors, steps, etc., of office buildings, factories, hospitals, hotels, homes etc. 


Dixon’s Maintenance Floor Paints, in their application to concrete floors, 
will effectually withstand “dusting” and the disintegrating effect of alkali. 


DIXON’S INDUSTRIAL PAINTS 
Made in Fourteen Colors 


The present line of Dixon’s Industrial Paints—known for more than 65 years 
as Dixon’s Silica-Graphite Paints—has been extended to fourteen standard 
colors, including a Straight Aluminum paint and a Standard Red Oxide paint. 
This provides a complete line of paints for the protection of all industrial 
structures and equipment that is highly recommended as the most protective 
of paints at lowest cost per gallon, judged by years of service. 


Because of the reputation of this Company—carefully built up over a period 
of 102 years—the name, “DIXON” meets with ready acceptance on the part 
of buyers, and insures the salability of products bearing this name. 


Details of an unusually profitable distributor proposition with cooperative 
merchandising features may now be obtained. Ask for Special Paint Deal 
No. 40B. 


Paint Sales Division 


JOSEPH DIXON CRUCIBLE COMPANY 


| Jersey City XSrG New Jersey 


Established 1827 
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New Jersey Zinc Sates Company, 160 Front Street, New York City 


(| 


Please send me a copy of “Zinc Oxide and its Application to Paint.” 


— 
— 


~_ ae 
a 
‘ve 
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LiINGERWETT 






en quickest and 


easiest way to re- 
move paint, varnish, 
shellac, lacquer and 
enamel. No other 
remover does _ the 
work so well as 


LINGERWETT 


THE WILSON-IMPERIAL COMPANY 
NEWARK, N. J. 





AA AAAAAAAAAAAAAAAAAAAA’ 
THE EVEN PRESSURE SPRAYING MACHINE 





Here is the modern electric pressure spraying 
machine that means profits for you. 
The Atomister is light, easy to 


operate, fast, efficient. It sprays 
paint, lacquer, whitewash, disin- 


+ fectant, insecticide, etc. Invaluable 
We around the home, factory, garage, 
’ le dairy farm, sign shop, etc. 










Backed by a consistent consumer 
advertising campaign, this modern 
machine—the Atomister Model B 
—is an exceptional buy, to retail 
complete at $39.50. 


Sell the Atomister. It moves 
quickly. 





Model “B” Air Compressor 
and spray gun complete. 


$39.50 —_— 









THE ATOMISTER CORPORATION 
39 Hamilton Street, Rahway, N. J. 











The Handy 
Man 

From the 
Magic Can 














Mr. PLASTIC WOOD’ 


[Reg. U.S. Pat. Off.] 


It’s the handiest thing there is for work around the 
house . . . easy to use. . . and easy to sell. Plastic 
Wood comes from the can like putty, and hardens into 
solid wood... . Magic? . .. Yes. . and also 
magic profits, for every household wants it . . . Ask 
your wholesaler for Plastic Wood Solvent, too. . . 
It softens Plastic Wood. 


Carried by Hardware and Paint Wholesalers 
4 lb. can, 35c each; 1 tb. can, $1.00 each 


12 cans to a carton—less 3314% 
Addison-Leslie Co., Mfrs., 1 Bolivar St., Canton, Mass. 





*A request on your store letterhead will bring @ free quarter pound can of 
Plastic Wood for practical use or for making @ Plastic Wood manikin. 

















GENEVA 
Unpainted Furniture 


is just one more money-maker for the 
progressiv hant The present 
season’s new offerings comprise an 
interesting variety for window or floor 
display. 

Every woman is interested in home 
decorating and with the furniture, you 
can sell her two or three lacquers, 
brushes, ete.—that is why the Geneva 
Line is a real business getter and a 
profit maker. 


NEW CATALOG 


showing a fine selection of 36 easy-to- 
paint pieces sent free on request. 


Geneva Manufacturing Co. 











503 Stevens St., Geneva, Ill. 


No. 61 Tilt Top Table 











Stop in 


We will be glad to help you 
with your sales problems. 


Hardware Age, 


239 W. 39th St. 
New York City 
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breaks and 
breaks destroy hose. For years people 
have been looking for a hose that wouldn’t 
kink,—a manageable, convenient, oblig- 
ing sort of hose,—one that would follow 
twists and turns and always provide an 
open waterway from the silcock to the 
most distant point of lawn, garden or 
garage. 
Bull Dog Cord is a moulded hose with 
tightly twisted and braided cotton strands 








A kink in a hose cuts off the water 
| ‘4 as effectively as a oulien,/ 


vulcanized as an inseparable part of its 
wall. It is kinkless and the most flexible 
garden hose ever made. 

Steam lines and water mains need valves 
for purposes of shut-off, but they are not 
necessary or convenient in a length of 
garden hose. Any shut-off that is required 
can come either at the silcock or at the 
business end of the hose with the aid of 
the Boston Spray Nozzle. 

Stock Bull Dog Cord for your best trade. 





THE BOSTON WOVE 


N HOSE At AND| RUBBER Co. 


CAMBRIDGE, MASSACH 








cw 


HOSE 


“AS 











FLEXIBLE AS ROPE!" 
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WICKWIRE BROTHERS 
Hexagon Poultry Netting 





Poultry owners often ask: “What makes 
Wickwire Brothers Poultry Netting /ast 
so long?” The reason is because it is 
made of Open Hearth Steel which is 
superior to Bessemer because it is far 
more rust resisting. 





Another reason is the thorough coat of good 
quality galvanizing we use which gives added 


Our Other Products protection. 


Include : ae } , 
Netwick Poultry Fence The Wire is drawn in our own mills and all 


Graduated Poultry Netting processing through the Steel Plant, Rod Mill and 
Galvanized Hardware Cloth Wire Mill is under our constant supervision. 


and the following brands 


f S Wi eae ‘ 
Cortland 1 othe Lasser Our products have maintained a national reputa- 


Graywick tion for quality and satisfaction for more than 
White Metal Finish sticks 





Wickwire Premier 50 years. 
Wickwire Bronze 
Wickwire Copper Sell the best and hold customers. 


Your Jobber Will Supply You 


* 


fit serait 





t Fices 


INCORPOS@ ATED 1692 






¥e 
: 
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You wouldn't know 


it was the same store— 












tase 5 46 


The Biggest Value 
in Store Equipment 


Quantity production on a quality 
basis makes the Duluth Display Table 
an outstanding value. Were it not 
for the fact that they are built by the 
thousands this equipment would 
easily cost twice the present price. 


It is not only substantial with four 
heavy legs, but it is also positively 
correct from the merchandising 
standpoint. It is full 32 inches wide 
inside the rim, and finished as nicely 
as anyone would want. 


Some stores use thirty to forty of 
these tables to good advantage. An 
arrangement of six is usually the best 
where it is desired to make a tryout 
before equipping the entire store. 


~ 


Pickett 
Hardware Co., 


Warren, Pa. 


BEFORE and 
AFTER 








Mr. W. T. Kelly, President of the 
Pickett Hardware Co. says about the 
new Duluth Equipment in their store, 
“Our customers as well as those in- 
terested in the company are highly 
delighted with the services you ren- 
dered us, and are very enthusiastic 
in their praise of the remodeled 
store.” 

“T want to thank you for your clear 
analysis of our problems and _ the 
splendid solution you offered in the 
study of the store.” 

Mr. Kelly is one of the most ex- 
perienced and most successful hard- 
ware merchandisers in the country. 
A statement like the above from a 
man of his caliber should certainly 
carry weight with any hardware mer- 
chant who is undecided as to how to 
go about getting the business for his 
store today. It is conclusive evidence 
that Duluth methods pay. 


Duluth No. 516 Display — complete with 


47 adjustable compartments of 


durable counter made. 


ulb edge glass 


to save freight, easily set up. Only four bolts 


and with a price ticket holder for each com- 

partment. Length 84 inches by 32 inches in- 

side the rim. The most practical and most r 
Shipped knocked down 


and four screws used in assembling. 


F.O. B. 
Daluth 

















COMPLETE MERCHANDISING SERVICE 


Duluth hardware and s 


ing goods merchandising service does not end with fixtures. It is a complete 


service from the analyzing of the selling problem to the installation of the completed job. No other mer- 
chandising service is as complete. Ask those who have used it. It costs nothing to investigate, and it may 


be worth many dollars later. 


Ask for our new booklet T-29. 


DULUTH SHOW CASE CO., DULUTH, MINN. 











———= PFYULUTPH 


STORE EQUIPMENT 
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F aley Hammer |; 
St? A ‘omobih'S 


lan 
ture from the wood preventing 


In a spectacular and convincing K4 

test, a Stanley Nail Hammer has y swelling and shrinking, the usual 

proved the fact that its head cause of loose hammer heads. 
3. Handle of sound, 


will not come off. 

young, selected straight 
grained hickory, thor- 
oughly seasoned, is 
forcibly driven into 


the head. 




























By means of the appa- 
ratus shown in the 
illustration, the Ham- 
mer lifted a seven pas- 
senger sedan, weigh- 
ing two tons, from 


the ground. 4. Securely wedged 


’ with patented wedge. 
Four operations securely 


fasten the head to handle. You can sell a Stanley Nail 


Hammer with every confi- 

dence that its head will 
never fly off. The 
Stanley Rule and 
Level Plant, New 
Britain, Conn. 


1. The eye is tapered and 
corrugated. 


2. The end of the 
handle is treated to 
exclude all mois- 











mode and man 


mer. Just cast 


y these modern, sparkling 


eee so 


d every advertisement strikes 

















AS SMART 
AND MODERN 2.2.2.4 AS 
THE LATEST PARIS GOWN 


No silverware pattern in history ever scored 
the instantancous success that has greeted 
LEGACY ... In the six months since its debut 
it bas broken all sales records. 

The reason is delightfully self-evident in 
the pattern itself. It is the first truly modern 
pattern in silverware . . . the first to embody 


Re@r:* Oa 
The New Pattern 








New as the latest issue of Vogue or Harper's 
Bazar in its modernity. But as ageless as a 
classic in the craftsmanship back of it. . 
For it expresses four generations of 
1847 ROGERS BROS. Silverplate artistry. 
Lucky is the bride who is starting her silver 
service with this smartest and lovelies of 
new-day silverware designs. 

Would you build 2 complete and an ultra —— 
silver service, without feeling the cost? There is a way, 
fascinating and mew. Send for the famous Silver 
Budget Book. Write for Booklet C28 to International 
Silver Company, Department E, Meriden, Connecticut. 
















the crisp, straightaway lines of modern an. 








“Sixes” $3.76 





LEGACY FINDS PERFECT EXPRESSION IN THIS 3-PIECE TEA SET, O56... LEGACY Tea SPOONS, “EIGHTS” 


1847 ROGERS BROS 


SILVER PLATE 


SALESROOMS NET YORE, CHICAGO, SAN FRANCISCO CANADA, INTE TIONAL SILVER COMPANY OF CANADA, LIMITED, HAMILTON, ONTARIO 


REPRODUCTION OF FULL PAGE ‘ADVERTISEMENT APPEARING IN WOMEN’S MAGAZINES 








Poe nt 


VITAL...IN YOUR SILVERWARE 





























AS IN YOUR PERSONAL WEAR 


“My dear! Imagine this! Mrs. Llewelyn Jones ap- 
peared at her dinner party in an exquisite formal 
dinner gown, but with sport shoes and gypsy jewelry!” 


Fantastic? Yet hardly more so than serving a formal 
dinner with the table silver all at discord . . . the 
hollowware in one pattern, jangling with the flatware 
in another, or a set of salad forks out of key with 
the dinner forks. 


Today, the “Ensemble Idea” is the mode, in silver- 
ware as well as in frocks and their accessories. Which 
is another big reason for choosing 1847 Rocers Bros 
Silverplate. Aside from the fact that it is the finest 
of all Silverplate . . . and guaranteed without time 


ae 


li d pattern z 





limit . . . it affords 


Start with the PIECEs OF 4, in knives, forks and spoons, 
in any one of its illustrious patterns. (Complete serv- 
ice, $43.75.) And at any time you choose, you may 
add your tea and dinner sets and your supplemental 
pieces . . . all in the selfsame pattern. 


A service built in 1847 Rocers Bros. is a flawless 


“Silver Ensemble.” 





ON THE TABLES 


ROGERS BROS 


LEGACY PATTERN 847 
COLD MEAT FORK [small] No. 2 I 
SHREVE R PCA TE 


. INTERNATIONAL SILVER» CQ. 








REPRODUCTION OF FULL PAGE ADVERTISEMENT APPEARING IN CLASS MAGAZINES 
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TESTER 











TRADE MARK 


wy 














é Sere 


@o» week of ~l®@ 


Feb. 24th to March 2nd 
ceWhal are the wild 


to the Winchester Arctic 
Radio Programs. could 
hear what the air waves 
are saying. But perhaps 
he hasn’t heard what so 
many of these waves say 
back. One listener in 
California, for instance, 
writes—“Great stuff— 
second to none—and so, 
{ am told. is the Winches- 
ter gun. | am interested, 
by the way, in buying a 
gun. Please send me your 
booklet ‘The Game—The 
Gun—The Ammunition. 


Whether it was due to the 
radio waves or simply to 
the waves of world-wide 
Winchester popularity. 
this man is sold on Win- 
chester guns. His reply is 
typical of hundreds we 
have had from every 
State in the Union, from 
every Province in Canada 
and even from distant 
lands across the sea. We 


uo 7? and have the greatest admiration for a Win- 
Waves ong 5 ; 
“vn chester Gun.” | 
Any dealer who has lis- < ee av | 
tened, on Saturday nights, zs 1 


quote, in the next column, WINCHESTER REPEATING ARMS CO. 
a few more of these re- New Haven, Conn., U. S. A. 
plies and wish that we had ’ ’ | 


room fo print them all. 
_ ee Se 


ao 











A Few of the Many 


Congratulations Received on 


WINCHESTER 


TRADE MARK 


Arctic Radio Programs 


“I stood by until 3:00 A.M. listening with 
great interest and many thrills to your mes- 
sages to the Far North. Good work, Win- 
chester! Typical Winchester service.” 


* * * 7% 


“Winchester Bill is now on the air—clear as 
a bell. He speaks of the cold. Well, tell Bill 
it’s 28 below up here and tell him that I own 


“I want to add my commendation to your 
generosity and thoughtfulness in broadcast- 
ing to these men. I shall announce when to 
listen for these messages from my pulpit. 
Yes, I am a Presbyterian minister.” 


a ak 
“TI cannot tell you the pleasure you gave my 


family and myself last night. The ‘greatest 
thrill in radio’ does not half express it.” 


* * * * 


“Dear Bill—you said you would like to hear 
from those who own a Winchester. I own 
a Model 12 and although I’m only fifteen, 
they say I’m the best shot in the valley.” 


* * * * 


It’s REAL advertising, don’t you think, that 
brings replies like this? 


New York Office and Display Room 
312 Broadway 
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Why Not Save 
$22 Out Of SIOO 


The American Mutual paid back to policyholders last year $22 out of each $100 
that they paid for Workmen’s Compensation or Automobile Insurance. For the past 
forty-two years, it has always paid back at least 20% of the cost of their insurance. 














Compensation Automobile 










Policyholders have saved thousands Dividends of never less than 20% 
of dollars ... and this, the strongest, mean a saving on automobile insur- 
largest and oldest mutual liability ance — in addition, the American 
insurance company in the world has Mutual has helped policyholders pre- 
given them quick, efficient service. vent accidents. 

In fact, American Mutual service is The American Mutual has worked 
of such high quality that 96% of its with truck fleets that have averaged 
policyholders renew their policies one accident every 4,000 miles. Our 





engineers have instituted systems of 


year after year. 
safety that have improved these rece- 









Write for a representative list of our ords to the extent that some fleets 
policyholders and let them tell you now average only one accident every 
about American Mutual service, sta- 150.000 miles. Write for detailed in- 






bility and saving. formation today. 










AMERICAN MUTUAL LIABILITY INSURANCE COMPANY 
COLUMBUS AT BERKELEY ST., BOSTON 


Branch Offices in Principal Cities 


Ameriean | 
Mutual & 


SSSSSSRSSSSSSSSSSSSRSSERSESSSESSERBERSERBRREBEE Es 
s Lo the American Mutual 
Columbus at Berkeley St., Boston 
Please send me detailed information about American 
Mutual service and saving — particularly as applied to 
O Workmen’s Compensation, 0 Automobile Insurance. 










Name 





Company 


Address = 
MAIL THIS COUPON TODAY 
SSQSSSSSRSSSSSSSSSSSSESRSERSSSSSPSSEREERBRBEBEESEEE 





> Write today for full information about this, the 
strongest, largest and oldest mutual liability in- 
surance company in the world. 





AER RRR RERERER RRR EES | 





3S@eeeeaen 











= 














FOUNDED 1855 


GEORGE H. GRIFFITHS, GenerRaAL MANAGER 


nardware 


239 West 39th Street, New York City 
FRITZ J. FRANK, PRESIDENT 





LLEW S. SOULE, EbiTorR 


Associate Editors: CHARLES J. HBALB, J. A. WARREN 


Show Card Editor: Jos—EPH BERTRAM JOWITT 


VoL. 123 


NEW YORK, FEBRUARY 28, 1929 
Contents 

Teade Winds, by Llew S. Soule... .... 22.0506. ceceeee 27 
Covel & Osborne Use Map to Show Who Buys Builders’ 

SC ree See e et eee ee eee eee ree 28 
Selling More Paint in the Hardware Store.............. 29 
Plastic Paint Makes New and Attractive Wall Finish... .. 30 
Making It Easier for the Customer...................-. 32 
ee 33 
Color Cards Are Actual Paint Samples................. 34 
“ ‘My Life,’ by Isadora Duncan,” by Saunders Norvell.... 36 
Connecticut Convention Report......................:. 38 
Nebraska Convention Report......................005. 39 
Michigan Convention Report...................0-.005: 4] 
Pp. A. S) Th. A. Gomoemtion Boport...................... 42 
Illinois Convention Report.......................e00e 45 
iy CaN MINNIE o6'5 05 vac cd evince veda csccceceses 48 
Everybody’s Business, by Floyd W. Parsons............. 51 
Some Comments About Current Ads, by Guy Hubbart... 52 
Ceuswout Mews of tie Trade... . 2.2.0... c cece esceess 56 
Washington News Letter, by L. W. Moffett.............. 59 
ooo wn odia's 2 ee woe eX MR VOe 654 0 a's 60 








Branch Office Representatives of Hardware Age 


EDITORIAL 


Oniosco: J. M. WITTEN 
1507 Otis Bidg. 
Pitrssurcn: G. F. TEGan 


CINCINNATI: BURNHAM FINNEY 
408 Union Central Bldg. 
BOsTon: GERARD FRAZAR 


MINNEAPOLIS: F. 8S. SMITH 
4216 Bryant Ave. S. 
WasHineron: L. W. MorreTt 
536 Investment Bldg. 


ADVERTISING 


PHILADELPHIA: HaroLp G. BLopGeerr 
1402 Widener Bldg. 

New York: P, J. Coscrave 
239 W. 39th St. 


CLEVELAND: F. L. PRENTISS 
1362 Hanna Bldg. 


CHicaGo: R. R. CRONKHITE 
. . ANDREWS 
1507 Otis Bldg. 
OLEVELAND: WILL J. FEeDDERY 
1362 Hanna Bldg. 
Boston: CHAUNCBY F. PNGLISH 
Room 230, 80 Federal St. 


SUBSCRIPTION Price—United States, its possessions, Canada, Mewico, Central America, 
South America, Spain, and its colonies. 1 year, $3.00; 2 years, $4.00. Foretgn coun- 
tries, not taking domestic rates, 1 year, $6.00; Single copies, 25c. each. Subscription 
remittance should be made by Check, Post Office Money Order, Eapress Money Order 
or Bank Draft, payable to Harpware AGp, New York. 

Member of the Audit Bureau of Circulations 

Member of the Associated Business Papers 





Contributing Editor: SAUNDERS NORVELL 


No. 








Six Conventions Are 
Reported in This 
Issue 


TUHE first reports of six im- 

portant conventions are 
given in this issue of HArp- 
WARE AGE. Through the col- 
umns of your favorite trade 
paper you are able to keep in 
touch with the discussions of 
hardware men in a wide range 
of territory while the discus- 
sions are NEWS. 

The other features of this 
issue are well provided for, 
making it doubly valuable to 
every reader. 


Read What They Say About 
Us— 


We often get an idea from 
HarpwareE AGE that is worth more 
than the subscription price. 

Yours very truly, 
THE W. W. Cooper Company 
LIMITED. . 
(Signed) W. W. Cooper. 
Presideni Swift Current, Sask. 


We wish to renew our subscrip- 
tion for five years and enclose check 
to cover. We would feel lost with- 
out your paper. 

Harvey Harpware Co 
(Signed) G. S. Ballard, 
Monticello, Ga 





We like the Harpware Ace first 
rate. 
Cordially yours, 
(Signed) L. C. Johnson, 
Casselton, N, D 
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OPEN LETTER 


from the 


McKINNEY 
MASTER DESIGNER 


Gentlemen: 


I want first and foremost to express my very sincere thanks for the hundreds of encourag- 
ing, enthusiastic letters which we have received from members of the hardware industry. 


They bring us a very clear picture of the tremendous possibilities which these radio 
talks hold not only for McKinney but for the hardware industry as a whole. While I am 
on this phase of the subject I want to say to you gentlemen that the amount of assistance 
that our radio programs can be to you each individually is in direct proportion to the 
extent to which you identify your particular business with these weekly broadcasts. That 
you appreciate this is very evident from the number and the tone of your letters. I want to 
assure you that this pags ge makes our task much easier — this task which is all 


important. It has as its final object the awakening in the home builders of this country 
the realization that hardware is something which is far too important and which has far 
too great an influence on the finish and appearance of the home to be left to the last 
minute for a decision. It should not be made, as it bas been done in the past, to 
carry the brunt of economies necessitated by exceeding estimates in the other phases 
of home building. 

In conclusion, I want you to feel that we invite and welcome in all sincerity any 
criticism or comment on these weekly programs. It is our wish to make these talks of 
real service to the hardware industry and that service can only reach its maximum 
effectiveness with your continued co-operation. 


Cordially yours, 
THE MASTER DESIGNER, McKinney Mfg. Co., Pittsburgh, Pa. 


McKINNEY HARDWARE 
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WINDS 


By Liew S. SOULE 





BE - 


THE CASH VALUE of TIME 


IME is an important factor in business today. 

If you doubt it, just consider for a moment the 

sad plight of those independent merchants who 
“can’t spare the time’ to attend conventions or read 
business magazines. 


Time must be important to the merchant who pits 
it against efficiency, who spends it attending the ex- 
pensive school of personal experience, in competition 
with those who learn from the experiences of others. 


After all, it is a matter of viewpoint. Most busi- 
ness troubles today are due to inability to change 
viewpoints. The merchant who thinks that he is too 
busy to read or to attend his trade conventions, has 
a proper regard for the value of time, but a warped 
conception of how to spend it profitably. His at- 
tempt to conserve it actually results in waste, and 
there are no wastes so detrimental to business prog- 
ress as wasted time and wasted effort. 


Time must be spent to buy efficiency just as money 
is spent to purchase goods for resale. Inefficiency is 
mental dead stock. It not only fails to produce a 
profit, but it takes up mental shelf room which eff- 
ciency could profitably occupy. 


As Charles Nelson, field secretary of the Michigan 
Retail Hardware Association, aptly puts it: “We 
must learn to spend our time as we spend our money 
—-where it will bring the best returns.” 


* * * 


Unfortunately the time problem is not entirely one 
of how the independent merchant spends his hours, 
days or years. It also deals with how his merchan- 
dise spends its time. If it loafs on the shelf because 
the merchant was over-influenced by a quantity price, 
the time cost soon eats up the extra five per cent. 
If it sticks on the job because of poor salesmanship, 
out-of-date methods or lack of display, its time cost 
soon eats away the margin of profit. 


It actually costs more to have merchandise loaf 





on your shelves than it does to have your employees 
loaf on the job. 


Idle merchandise is constantly adding to expense ; 
its contribution to overhead is greater than most 
merchants. imagine. The time cost of lazy stock is 
almost as great as the selling cost. If you doubt it, 
sharpen your pencil and figure it out for yourself. 


Then get busy and do a little intensive selling. It 
will cut down your merchandise time cost. 


* * * 


Most independent hardware stores are over- 
manned, according to various trade experts. Too 
many men are used, largely because the time of em- 
ployees is not properly used. There is too little plan- 
ning of the kind that keeps the store force busy on 
profitable work. 


Store fixtures whith display goods and make it 
easy for customers to buy, cut the time cost of sales- 
men. Stock arrangement which makes it easy for 
salesmen to sell, likewise cuts the employee time 
cost. 


Finally, systematic training of retail salesmen 
makes it possible for them to sell more of the profit- 
able merchandise and thereby lowers the time cost. 


Stores which are overmanned today would not be 
overmanned if the individual efficiency of the sales- 
men could be raised to a point where increased sales 
would take up the slack. That increase in efficiency 
must come from training which is supervised by the 
merchant himself. 


The average retail hardware salesman is intelligent 
and willing to work. All he lacks is training and 
guidance. If your men loaf, the fault is yours. You 
are the boss. Train salesmen and you will build 
profits; train loafers and you will pile up expense, 
while you ruin men. 


Be careful how you spend your time. 
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Covel & Osborn Use Map in Window Display 
Showing Who Uses Its Builders’ Hardware 


Builders’ Department Developed in Fall River, Mass., 
Store, Has Become Headquarters for the Community 
and Its Environs 


N unusually colorful and attractive display of 

builders’ hardware was recently arranged by The 

Covel & Osborn Hardware Co., Fall River, Mass. 
Having furnished hardware for many public buildings 
and residences in Fall River, this firm decided to show 
through its windows just where the hardware was being 
used. 

A large map of the city of Fall River was procured 
and hung in the rear-center of the window. © Colored 
tacks were placed in the map wherever hardware fur- 
nished by the firm was being used. From these tacks 
strings were led to cards on the floor of the window. On 
the cards were the names and addresses of the buildings. 


Seven Out of Ten Schools Listed 


Each kind of a building had a different color card. The 
list included seven out of the ten schools in the city, all 
the banks, all the hospitals, convents, churches, hotels, 
office buildings, many high-grade stores and most of the 
finest residences. Grouped behind the cards were 
mounted lock sets and descriptive show cards. Another 
feature in this window was a comparison exhibit of a 
bunch of keys and a single master key. The bunch of 





keys was suspended under the legend, “Why carry a 
lot of keys like these?” Below was a cylinder master 
key with this caption, “When this master key will do the 
work of the whole bunch!” Strings led from the mas- 
ter key to various lock sets for doors around the house. 


Display Helped Builders’ Hardware Sale 


Needless to say, the display was an important factor 
in increasing sales of the P. & F. Corbin line of builders’ 
hardware which the company handles. Frequent dis- 
plays of this merchandise, constant solicitation of busi- 
ness and many years successful experience in selling 
hardware to Fall River people has brought increased 
prestige and profit to The Covel & Osborn Co. each 
succeeding year. 

A close inspection of the display reproduced at the 
top of this page reveals that while merchandise is not 
the central feature, the items shown can be easily seen. 
The descriptive show cards and dealer helps are used to 
good advantage. The cost of the display was very 
nominal, for the map and the cards could be considered 
as the only “expenses.” 
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HORACE S. FELTON 


HE subject, “Selling More Paint in the Hardware 
Store,” is particularly intriguing, for there is no sub- 
ject of more vital importance to the hardware mer- 
chant today than selling. I do believe that I can say 


without fear of contradiction, that selling is the biggest | 


subject in business today. 

That has not always been true. Fifteen years ago, you 
will remember that the biggest thing was production. With 
the coming of the World War, however, the problems of 
production were well solved, and it then became one of 
selling. When everyone gets interested in sales and goes 
after sales, a pace is set which affects every one of us. I 
know that you have heard of this mad rush for the con- 
sumer’s dollar many times, but in order that we may ap- 
preciate its full importance, let me review for just a mo- 
ment what becomes of this dollar. Here is how it was spent: 


Per Cent 
Se or peer ree 43.1 
IS ick ho ckd eka ee h ae 17.7 
RET eee rece renee ee 13.2 
ee ee ere rey 5.6 
BEE, SOHN os coca ud iaaneen cs 20.4 


It is from the portion marked “Sundry items” and total- 
ing only 20.4 per cent from which you, as hardware mer- 
chants, and we, as paint manufacturers, must draw for 
our portion of the consumer dollar. And for this very 
portion also we are in direct competition with the radio, 
the automobile, the movie, all of which you must admit have 
a stronger sales appeal than the two types of products al- 


ready referred to. This intense competition has brought | 


with it house to house selling, canvassing, retail stores of 
mail order houses, installment selling, all of which are 
efforts to reach out for the consumer and make it easier 
for him to buy. 

As an independent merchant, this situation affects you in 
many ways, and the issue which you must face is whether 
or not you are keying yourself to keep pace with the new 
demands in present-day selling. With this background be- 
fore you, I want to discuss for the next few minutes the 
effort which the paint and varnish industry is making to 
promote better selling, not only by its own salesmen, but 
by retailers and their salesmen. 


Selling 


More 


in the Hardware Store 


An address by Horace S. Felton, vice-president, 
Felton-Sibley & Co., Philadelphia, and chair- 
man of the Trade and Sales sub-committee of 
the Save the Surface Campaign, before the 
Pennsylvania and Atlantic Seaboard Hardware 


Paint 


Association, Feb. 15 


A little over a year ago our industry retained the Busi- 
ness Training Corporation of New York City to make a 
study of the selling methods with respect to its products. 
They have been carrying on for the past ten months what 
we believe to be the most intensive survey and study into 
the selling methods in the retail paint and varnish field 
that has ever been made. They insisted from the outset 
upon basing their opinion and conclusions on facts. 

There was only one way to get these facts, and that was 
by going out into the field and observing at first hand how 
these products were being sold. For this purpose trained 
shoppers, both men and women, were sent out to retailers 
all over the country into every type of store through which 
paint and varnish is sold today. Perhaps the stores of 
some of you men gathered here today were included in the 
list. 

These shoppers entered stores as typical customers asking 
for a can of green stain perhaps, or for a paint or enamel 
for an automobile, or they wanted some house paint, or they 
wanted to do a floor over. In every case they came in with 
some specific job in mind, and they observed carefully how 
they were greeted, what effort was made to get at their re- 
quirements, what suggestions were made to them, what 
efforts were made to close the sale. After the interview 
had been completed, these shoppers went off and reported 
verbatim, or as nearly verbatim as possible under the cir- 
cumstances, just what had taken place. 

Hundreds of such shopping experiences were gathered 
from all over, from California to Boston and from Duluth 
down to the Gulf. They gave an accurate picture of how 
paint and varnish is being sold today in your store and in 
other stores. These shoppers did not go out to find faults. 
They set out to find the best selling methods and they 
called only on the better stores to get the information they 
were after. 

I believe you will be interested to know just what these 
shoppers found regarding the retail selling of paint and 
varnish. After each contract had been completed, the shop- 
per filled out two rating scales, one a rating scale on the 
salesman who had contacted them in the store. It is true 
that all percentages and rating scales of this type are fallible 
and depend somewhat on the individual judgment of the 
investigator. (Continued on page 54) 
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PAINT Makes | 


Practically no limit to design or colors 
that can be used with new method 
of applying white lead 










XPERIENCE has proved that one of the best ways to sell 
BK paint is by selling its uses. There is nothing particularly 

fascinating about a paint keg or can; the attraction is in 
what the contents of that keg or can is able to do. It has been 
demonstrated time and time again that a display showing actual 
samples of beautiful effects obtained with 
paint will sell more of a product than will 
a whole windowful of containers. 

The alert dealer is always looking for 
some extraordinary result achieved with 
paint to feature in his window or store. 
Something that lends itself remarkably well 
to this type of business-getting display is 





HIS troweled 

effect is accom- 

plished by plac- 

ing a straight- 
edge, such as a ruler 
or some similar ob- 
ject, against the plas- 
tic paint. The tool is 
grasped securely at 
one end and is given 
a quarter turn by 
twisting the wrist, 
which leaves the 
clearly defined ridges. 
Suggested color treat- 
ment: Plastic paint— 
pink, to which spots 
of medium chrome 
green are applied be- 
fore the paint is 
manipulated; glaze— 
raw sienna and me- 
dium chrome green 
applied in spots on 
coat of flatting oil 
and biended together 








the new white-lead and oil plastic paint. 

By means of this plastic paint, the low- 
relief textures are obtained which are so 
much the vogue at present for the walls of 
tastefully decorated homes. Because the 
finishes are not excessively rough, they can 
be made interesting without being tiresome 
and at the same time they are not difficult to 
keep clean. They have been tried out by 
numbers of painters, decorators and ama- 
teurs, and found very satisfactory from the 
standpoint of beauty, and highly practical 
from the standpoint of cost and durability. 

All sorts of distinctive effects are pos- 
sible with such simple texturing tools as a 
whisk broom, a crumpled newspaper, a 
straightedge, a sponge, a paint brush or a 
paperhanger’s roller. 

The finishes look like the work of a spe- 





This effect is obtained by the use of a paper- 
hangers roller 
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New and Attractive Wall Finish 


cialist, some master craftsman who takes old-world pride 


in his work.- They look ex- 
pensive and refined. Despite 
all this, the patterns are ex- 
ceedingly easy to make. 

Eight or ten panels done in 
the more attractive textures 
would make unbeatable win- 
dow display material. For 
this purpose stencil board, 
after being given a priming 
coat of paint, does very well. 
In stores where space is avail- 
able, a side wall done in this 
way would be very effective. 
The plastic finishes can easily 
be done by the dealer himself 
or a painter will make up ten 
or a dozen panels at small 
cost. 

The formula for white-lead 
and oil plastic paint is 100 Ib. 
heavy paste white-lead, 22 Ib. 
dry whiting, 1% gal. flatting 


HIS effective 
pattern is se- 
cured by slap- 


ping a flat brush 
against the wet plas- 
tic paint which leaves 
the ridges as_ illus- 
trated here. Suggest- 
ed color treatment: 
Plastic paint—cream ; 
glaze—raw sienna and 
raw and burnt umber 
applied in spots on 
coat of wet flatting 
oil and blended to- 
gether ——————> 
















T=: produce this effect, first put 
on a ground of tinted plastic 
paint. Paint tinted cream with 

medium chrome yellow suits 
this texture well. This done, draw 
a graining comb down the paint to 
give the series of regularly spaced 
lines. Tamp a wad of crumpled 
paper lightly against the paint. Al- 
low the paint to set firmly, then 
sandpaper it to cut down slightly 
the ridges 


oil and '4 pint drier. 


This formula makes 5% gal. 
(Continued on page 81) 


DAMP sponge is pressed into 
A the plastic paint, given a half 
turn and pulled sharply away, 
leaving the center of the de- 
sign slightly raised. The swirls are 
run together as shown. Suggested 
color treatment: Plastic paint—yel- 
low, to which spots of plastic paint 
tinted blue are. applied before the de- 
sign is executed 
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aking It Easy for the Customer 


Ample Sized Color Paddles That Can Be Carried to the Light 
Are Big Help to Shoppers 


ISPLAY tables are one thing and the best use of 

them is quite another. In the illustration of the 

paint table of the Stambaugh-Thompson Co. of 
Youngstown, Ohio, a most excellent practice is shown. 

In this case, not only are the paint containers shown 
within reach of the prospective customer, but each color 
has a division and a specially made paint panel is fitted 
to the display container. These panels have the advan- 
tage of being large enough to really show the color of 
the paint and to give an impression of a broad surface 
use of it, and they are removable, so that the customer 
can take them to sunlight, or any part of the store, and 
get full value of the color in all degrees of light. 

Such consideration of paint is becoming increasingly 
important as color is being more freely used in the 
homes. Not all paint gives the same color effect in sun- 
light as in the softer light of the living room or the bed 
room, or by artificial light. Women today are not only 
planning color schemes for their homes, but they are 
planning them for night illumination, day light in the 
home, or in the sun parlor, or on the porch, according to 
their custom of entertaining. 

The needs of the business woman, who entertains 
chiefly in the evening, and the mother of small children, 
who entertains of afternoons on her ample porch, are 
quite different, and these women, in selecting a color 
scheme, want to see it under the sort of light that will 
prevail in its use. 

Such merchandising arrangements are merely an effort 
to make it easier for the customer to buy what he or she 
wants and, after all, that is, or should be, the great objec- 
tive of merchandising today. 

The day is gone when people will take a lot of trouble 


to spend money with a merchant. They will go to the 
trouble of finding a store where they can see what they 
want under the most advantageous circumstances, but 
they will not bother much with the merchant who does 
not readily show them what they are looking for. 

That is the reason for the great display. Getting the 
goods on the tables or counters or in the show windows 
is one step, the next is to show what the goods can be 
used for and how. 

Color cards and the small paddles are a great help in 
sales but the customer is apt to say rather irritably, 
“Why these are the same as you had years ago, haven’t 
you anything better to show today.” People are expect- 
ing a change for the better. They expect (and in many 
cases they get) more complete displays and more infor- 
mation before they purchase. A newspaper seeking to 
increase the space of the classified advertisements, has 
used this slogan: 

“The more you tell, 
The more you sell.” 

This, we believe, should be the keynote of every dis- 
play—to make it tell as much as possible. Then, if the 
salesman has a well organized sales talk to follow up the 
story of the display, larger and better sales will result— 
better because the purchaser will have a more complete 
understanding of what the paint will do. It is never a 
good sale if the customer is going to be disappointed in 
how the paint will look after it is applied under the light 
and other conditions in her home. Show her and tell 
her everything about the paint and always remember that 
showing is better than telling because people understand 
better and remember longer the things that thev have 
seen than the things they have heard. 
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Maititint 


Difterence!” 


ACH spring every woman turns 
to thoughts of house cleaning, 


and during that period she is 
super-critical of housekeeping everywhere, especially in 
the stores she may visit. 

Also, during this house cleaning period, the woman is 
buying, or planning to buy, many things for her home. 

She is thinking of a brighter, prettier home, for the 
wholesome, bright sunny days of summer. She is tired 
of the smoke, dust and grime of the winter and plans 
that her home, like the great out of doors, shall take on 
its bright, cheerful spring attire. 

Paint and similar decorations are uppermost in her 
mind. They must come in during the housecleaning 
period. The furnishings and equipment can wait until 
later, perhaps until the purchase money is convenient. 
But as to paint, that is another thing. Perhaps she plans 
to do her own painting, or maybe she. will hire it done, 
but which ever course she may take, she has colors, 
brightness, neatness, in mind, and she will go forth to 
pick the materials. 

Now which of the stores pictured on this page do you 
suppose she will prefer as the place to pick materials for 
this bright, cheerful, orderly home that she is planning? 
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Have You Ever Looked Over Your Dis- 
play from the Customers’ Viewpoint? 
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Which store will give to her the impression that will 
promote her buying spirit? In which store will she, 
after one look around, buy a package of tacks and go 
elsewhere to buy her paint ? 

The wise paint merchant will have a house cleaning 
just a little ahead of the housewives of his community 
and he will make his paint department as cheerful and 
bright as possible. He will give to this department the 
freshness that the woman expects in her own home. 
Every color panel in the store should be washed or re 
placed with new ones. Every showcard should be of the 
1929 vintage. Paint has come into the style class and to 
use last year’s show cards and posters is to be out o! 
date. 

It is today’s style to show your goods on real samp!es 
—a magazine scuttle, painted in two colors and decorated 
with stencils or decalcomanias, a chair in duo tone, or 
any or all of these things. We know a paint store that 
uses a complete breakfast set of furniture as a color card 
display table where women can sit in a lacquered chair 

(Continued on page 81) 
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COLOR CARDS 


this method. 
order houses in catalogs and it has also appeared on mail- 


OUR color cards are an important factor in making 

paint sales. Without them it would be impossible 

for a prospective paint purchaser to select a paint 
color with any degree of surety. To sell blue paint, red 
lacquer or green enamel without being able to show 
definitely the exact quality of the color and finish that 
is being purchased, would surely spell eventual defeat 
for the paint dealer. 

No doubt you have never thought much about the im- 
portance of your color cards to you, or rather, the ac- 
curacy of their finish as well as their color to the product 
they sell. But these little chips, unimpressive enough in 
size, sell gallons of paint alone, due to the confidence 
they inspire. 

It may interest you 
to know of the method 
whereby this accuracy 
of color and finish 














with the paint it rep- t ' 
resents is arrived at : ee 
A comparatively sim- 


ple process that has 
been in practice for a 
great many years, 
showing that you must 
use paint to illustrate 
paint. 

Printing the colors > 
directly onto the cards 
has often been at- 
tempted, but with little 
success. The printing 
inks lack the neces- 
sary opacity of the 
paint and only a mod- 
erate degree of gloss 
seems possible under 


semaay 2) of’ 


8 a. 


Where accuracy of color 
and finish are essential, 
as when selling from a 
sample, paint must be 
used to illustrate paint. 
Photo shows a battery of 
mounting machines 


Photos courtesy of Gen- 
eral Printing Corpora- 
tion. 


After painted sheets of 
paper or celluloid are 
dried, the tiny chips are 
mounted by hand. See 
photo below 


Are Actual 
PAINT SAMPLES 


It has been done, however, by some mail 


ing literature. But, where accuracy of finish and color 
are essential—as they are when selling from a sample— 
paint must be used. 

On all but the smaller quantities, the paint is applied 
to the sheets on a machine similar to a cylinder press. 
A composition roller picks up the paint from a fountain 
and applies it to the sheet of paper. The sheet is then 
hung to dry. This process insures greater production 
speed and a more uniform coating than is possible with 
brush painting. 

The spray gun is used to apply flat wall paint and 

/ (Continued on page 80) 






















Se 











HARDWARE AGE for FEBRUARY 28, 1929 





Whiting’s Decco Brush 


Whiting’s Decco Brush has been placed 
on the market by the Whiting-Adams Co., 
690 Harrison Avenue, Boston, Mass. This 
is a new style brush, designed especially 
for home decorating. It has a long tapered 
handle, and a polished steel ferrule holds 
the rubber cemented bristles. 

The Decco Brush can be secured in four 
beautiful colored handles—Egyptian Red, 
Ocean Blue, Apple Green and Canary Yel- 
low. The high-grade black Chinese bristles 





are perfectly chiseled to flow on the deco- 
rating material smoothly and swiftly. 

The Decco Brush comes in a colored 
display carton with two dozen assorted 
colors, one size, 1% in. brushes to the 
package. The carton has*an easel bottom 
to allow it to tilt slightly forward and 
a cut-out display at the back allows a brush 
to be slipped into the cut-out to increase 
the effectiveness of the display. 

This brush is made only in one size and 
sold only in two dozen lots, in order to 
eliminate odd sizes and broken lots. 


Lacquer for Football Helmets 
Supplied by Hardware Dealer 


Several times during the past football 
season the helmets worn by the players 
on a high school team in Stamford, Conn., 
were lacquered a brilliant orange in order 
to identify the team when on the field. 

In each instance the lacquer was sup- 
plied by the R. A. Reynolds & Son Co. 
of Stamford. This hardware dealer has 
an active department, and Mr. Reynolds, 
a grandson of the founder, states that the 
company’s hewspaper advertising featured 
the use of lacquer on the players’ helmets. 
He also reports that much favorable com- 
ment was received. The cost of the lac- 
quer was offset by the additional orders 
taken in following the appearance of the 
advertising. 


Glaziers’ Points Now Packaged 


Believing that many retail dealers were 
ignoring an opportunity to make a profit 
on glaziers’ points by passing them out 
in loose quantities, Landon P. Smith, -Inc., 














1082 Springfield Avenue, Irvington, N. J., 
has introduced these points in a package, 
to sell at a very nominal cost. 

These new packages are contained in 
a counter display container. In every pack- 


NG TOOL IN EACH Box 
Fore serr 
WINDOW S 
—— 





age is a point setter which can be used 
with an ordinary hammer. 

The company states that dealers should 
make a profit on handling glaziers’ points 
and that the new di8play container pro- 
vides a means of doing away with the 
former wasteful methods of handling these 
items. 





What Is Your Market? 

Recently we read of a painting survey 
made of a town of 6000, just an average 
county town. It was announced that this 
town actually needed: 

35,200 gallons of paint (all kinds) 

6,600 gallons of varnish (all kinds) 

5,000 gallons of enamel and bronze 
$15,800 worth of putty, cleaners and sup- 

plies 
55,000 hours of labor. 

Suppose you make a survey of the houses 
and outbuildings of a dozen of your best 
customers and see what their needs are. 
Solicitation of paint sales is unlike some 
other selling job. The basic reason’ for 
buying paint is preservation of property 
and the salesman should stress that point. 
The other reascn is social. These two rea- 
sons for buying paint make a most excel- 
lent selling opportunity. 





Paint Up After Moving 

We know of a paint store that moved 
recently, so we went around to enjoy the 
new color scheme. Imagine the disgust 
when we found that the old shelving had 
been moved and altered to fit and not an 
ounce of paint had been used to make this 
new location attractive, 





Save the Surface Campaign 


A broadside has been released from 
Save the Surface Campaign headquarters, 
18 East Forty-first Street, New York City, 
showing the new 1929 window display in 
full colors. 

It is built on two planes with two fold- 
ing side wings. The first plane extends 
four inches in front of the back one. Over- 
all measurements are 35 in. high by 50 in. 
wide, with side wings in position. A space 





Issues New Window Display 


the finest, being lithographed in ten bril- 
liant colors, giving the effect of over fifty 
different hues and_ shades. The detail 
strikingly carries its message to the pros- 
pect’s mind, and is as visible at 25 feet 
as at five. It is said to have been de- 
signed by the foremost window display 
house in the ccuntry. 

The price of the display is but $1.50 
each—actual cost to the Campaign, This 


7 YOUR NAME-OR 
YOUR DEALERS NAME HERI 





at the bottcm, 4 in. by 22 in., is provided 
for imprinting. In quantities of fifty or 
more, this is done gratis from manufac- 
turers’ copy. Below fifty there is a very 
slight additional extra charge. 

A feature that has made Save the Sur- 
face displays so popular in the past is the 
very definite individual tie-up. This is 
accomplished by providing a place for an 
actual can of paint and varnish, under- 
neath the brush stroke. 

The workmanship of this display is of 





low price is made possible because the 
Campaign purchases in large, quantities 
and sells in small quantities at large quan- 
tity price. Another desirable feature this 
year is that, due to special folding, the 
containers come within parcel-post régu- 
lations, thereby effecting a large saving 
in the cost of distribution. 

Save the Surface Campaign, 18 East 
Forty-first Street, New York City, will 
gladly send color proofs and complete 
details 
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“MY LIFE’—by 


Duncan 


Isadora 


By SAUNDERS NORVELL 


NE of my friends sent me “My Life” by Isadora 

Duncan. He was quite generous, because this book 

is selling for $5.00 per copy. (Boni & Liveright, 
New York, Publishers.) It is today one of the big sellers, 
and is the general. subject of discussion when people who 
read books meet. 

As I read this book under my library lamp, what a host 
of recollections it recalled, not only of Isadora Duncan 
herself, but of people, places, times and countries. I have 
seen Isadora Duncan dance at the Century Theatre here 
in New York and again at the Metropolitan. Once in 
Paris, at Bellevue, I met Isadora. The same day I met the 
singer Melba, and many other internationally famous artists. 
There were musicians, authors, painters, sculptors, and 
Isadora and her pupils were demonstrating to them the 
discovery of a lost art, commonly known at that time as 
Greek dancing. 

Life and love intoxicated Isadora! No one can read 
her story without pity. Was it not Victor Hugo who said 
that modern civilization was based on the human smile 
of Voltaire and the divine tears of Christ? 

The great drama of the world, great art, great literature, 
is not based on joy but on suffering. Our deepest emotion 
is pity. Joy is of the moment; it passes. Suffering is 
eternal and universal. Think of the literature that lasts 
and moves generation after generation. It is not joy but 
pity. The sufferings of Christ, the story of Faust, Les 
Miserables, Abraham Lincoln! The successful and joyous 
are not triumphant in the great drama of life. Always 
the martyrs have more deeply moved the imagination of 
the world! 

The story of how I happened to meet Isadora is a 
rather interesting one. It must have been in 1912 or 1913. 
At that time I was living in Paris, but I had come to the 
United States on some business matters. I was returning 
alone to France, and sailed on one of the French steamers. 

I was placed at a table with six other men. One was 
an artist who had a studio in Paris, another was an ac- 
countant going to Russia in the interests of some harvesting 
machine company, another was a banker, and the others 
were merchants. One of them I think was a manufacturer 
of chocolate in England. All of us at this table had lived 
widely different lives, and therefore, I think, we were 
unusually interesting to each other. Not one of them had 
been a traveling salesman, and some of my stories of 
selling goods on the road amused them greatly. 

This happened to be a slow steamer. We were to be 
out eight or nine days. The first evening out at dinner, 
it was suggested by the Englishman, and unanimously 
agreed, that we should all come to dinner in our dinner 
jackets every evening. It was also suggested, and carried 
unanimously, that all extras at our table would be charged 
to our table, and at the end of the voyage, we would 
divide such expenses by six. In other words, we organ- 
ized a club. We gave our club a name and this club 
functioned beautifully throughout the voyage. 

We had four extra seats at our table, and we decided, 
as the voyage progressed, that we would invite four ladies 
to dine with us every evening. The first dinner with our 
four fair guests just happened. It was not premeditated. 
I think the artist met these ladies, and persuaded them 


to dine with us. This dinner was so successful, that we 
decided to continue the plan. 

I remember it was very surprising the amount of talent 
on this ship. We were never at a loss for speakers, story 
tellers, singers, or musicians, and all of them were unusu- 
ally good. 

Before I get started on the real story of this article, | 
must tell about a Spanish family on board. There were 
four very beautiful daughters in this family. The daugh- 
ters were traveling with their mother and father. The 
old people were exceedingly dignified. All of the family 
sat in steamer chairs near each other. The young ladies 
were very closely chaperoned. This family was so dignified 
that our club did not have the nerve to ask the young ladies 
to dine with us. Imagine our surprise, therefore, when 
we were informed the latter part of the voyage that the 
old lady and gentleman were very much hurt, because we 
had asked so many of the other ladies to dinner at our 
table, but had neglected their daughters. This just goes 
to show that you never can tell! 

Upon hearing this, our club of six members immediately 
after luncheon went into executive session. What should 
be done? It was finally decided that all of us in a body 
should report to the old Spanish gentleman and ask for 
the distinguished honor of having their four lovely daugh- 
ters dine with us. We watched our opportunity, and 
finally found him alone. We approached in a solid phalanx, 
made our bows, and then the speaker of our party extended 
the invitation. The old gentleman did not know; two 
of his daughters were very young; they did not speak 
English very well. He hesitated, but finally said he would 
consult his wife. He then suggested that we ask his wife, 
sO we accompanied him to the steamer chair, where the 
old tady was reclining. 

I remember that day the ship was rolling considerably, 
and it is quite difficult to retain one’s natural dignity, 
suavity and poise on a rolling ship, talking to a lady 
reclining at full length in a steamer chair, wrapped up in 
blankets. She looked like a mummy, and her dark eyes 
gazed at us from underneath the silken scarf in which 
her head was enwrapped. The four young ladies also 
reclining in steamer chairs near their mother were ap- 
parently very much interested in the proceedings. 

Our speaker balancing himself unsteadily on the deck 
of the ship extended the invitation. The old lady listened, 
and then carried on quite an extended conversation with 
the old gentleman in Spanish. Finally the question was 
put up to us as to whether we would have chaperons at 
the table. We expressed our regret that as we only had 
four extra seats, if we invited all four of the young ladies, 
there would be no room for chaperons. We however sug- 
gested that as their table was very near ours, she and 
her husband could act “ex officio” as chaperons. There 
was more conversation in Spanish between the husband 
and wife. The final decision was that the young ladies 
would dine with us that night, but the father and mother 
would sit at the next table. Thereupon we were formally 
presented one by one to each of the young ladies. Gosh, 
what beautiful eyes they did have! 

It was arranged that they would meet us at the en- 
trance to the dining room at seven o’clock. The members 
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of the club were there on time, and this evening, instead 
of black ties, we dug down into our steamer trunks, and 
were all resplendent with our white ties, white vests and 


long tailed coats. There was something about the dignity 
of this old couple that made us feel we would have to do 
this dinner up brown. 

The Spanish family came down the stairs. Jumping 
Jehoshaphat! What a vision! Each of the girls was in 
full evening costume and literally loaded down with jewels. 
Strings of pearls. Diamond dog collars. Diamond brace- 
lets, and one even wore a priceless tiara. 

Well, that was some dinner! It was wonderful how we 
managed to get along with broken English and broken 
Spanish. Our table was the center of observation of the 
entire dining room. This dinner was a knockout, but 
the old lady and the old gentleman were right there at 
the next table, doing the chaperoning, so everything was 
all right and all formalities were duly observed. 

Later we discovered that this was one of the wealthiest 
families in the Argentine. The old gentleman owned thou- 
sands of acres of land and millions of cattle. In Paris 
they maintained a regular palace on the Bois de Boulogne, 
but all that is another story. I will just say in passing 
that they gave our club a dinner in Paris that would have 
made Lucullus feel that he was a piker. 

But to get on with the main thread of this story. On 
this ship we met a Mme. D’Este of Paris, and with her 
she had a most charming niece, about seventeen years of 
age. This young lady had formerly lived in Chicago, 
and her Aunt had just come to America to take her back 
to Paris, where it was planned that the niece should study 
dancing under Isadora Duncan. Mme. D’Este was one 
of Isadora Duncan’s closest friends, and in “My Life” 
she is frequently referred to as “Mary.” Mme. D’Este 
was in the automobile with Isadora Duncan at the time 
of her tragic death. 

Her niece was one of the most beautiful girls I have 
ever seen. She was véry athletic. She took part in all 
of the sports on board the deck, and it was a delight just 
to watch her movements. Her family, however, must have 
been in moderate circumstances, because her wardrobe was 
decidedly limited, but this did not seem to worry her, as 
she was a young lady with very high spirits. 

Mme. D’Este and her beautiful niece were frequently 
discussed by our club. The artist remarked one evening, 


“T would just like to see that girl dressed up. Wouldn't 
she be a knockout?” 
Then came the last night on board the ship. All of us 


were preparing for the great event—the Captain’s dinner. 
There were to be speeches, singing, impersonations, music 
and afterwards dancing. We decided it was up to our 
club to pull off the greatest dinner on record on this 
occasion. Evening after evening, each dinner had excelled 
the other in magnificence. Now what could we do to 
give a grand final finish to this most interesting voyage? 

Finally, one of our members suggested that we dress up 
Mme. D’Este’s niece and have her as a guest for the 
Captain’s dinner. This plan took some very tactful maneu- 
vering. First, we had to fix Mme. D’Este. We did not 
wish to hurt her pride. Then in turn she had to persuade 
her niece. All this was arranged. 

We had no difficulty whatever in persuading other 
ladies on board to take this young lady in hand and dress 
her in their clothes. One woman, who had a very large 
wardrobe, was just about her size, and it was decided, 
with a little dressmaking, that one of her evening gowns 
could be used. Then, of course, there was the question 
of slippers and jewelry, not to mention a lot of other things. 
Our artist decided that the niece should not be allowed 
to wear many jewels. She was so young, fresh and beauti- 


ful that the club thought jewels would detract from her 
loveliness instead of adding to it. We therefore com- 
promised with just one string of pearls. 

Those were busy hours for the club. We had to arrange 
the decorations on our table, order a special menu and also 
select our two other guests, in addition to Mme. D’Este 
and her niece. 

Then came the grand event. Purposely we decided to 
be late. Our plan of dressing up Cinderella had been kept 
a profound secret. Dinner had started, and the orchestra 
was doing its best. The table of the club, beautifully 
decorated, of course, was empty. All the guests in the 
dining room watched our table. ‘The effect was dramatic. 
They had had a sample of what our club could do and 
expectations were on tip-toe. 

The club filed into the dining room. The banker led 
the way with Mme. D’Este. Then came two of our other 
lady guests with club members. Following them, fourth 
in line was Evelyn, the niece. I think the artist had 
reserved the right to escort her to the table. She was a 
vision of loveliness in a pink chiffon evening gown. There 
was a dead silence in the dining room. The knives and 
forks stopped clattering. Every eve was fixed on Evelyn. 
I think the leader of the orchestra skipped a few bars. 

This dinner was the best of all, and poor little Evelyn 
was covered with confusion at the attention she attracted. 
Her blushes, however, simply made her more _ beautiful. 
After the dinner came the dancing, and I am quite sure 
our little Cinderella wore out the pair of pink satin slippers 
she had borrowed for the occasion. That was a great 
night for Evelyn. She told me it was the first time in 
her life she had ever worn an evening gown. 

Mme. D’Este had told me that Isadora Duncan was 
one of her most intimate friends. She told me about her 
ambition to found an international school of dancing and 
to revive the ancient dances of Greece. Then she added 
that if I cared to meet Isadora, she would ring me up 
some day and take me out with her to Bellevue and have 
tea at Isadora’s. Naturally, I accepted, because when 
one travels in Europe, they not only wish to see all the old 
masters, cathedrals and other works of art, but part of 
the grand tour is to meet just as many of the world’s 
celebrities as possible. 

But all world travelers know how we strike up friend- 
ships on board ship. We are going to meet each other 
again, and do all sorts of wonderful things. The ship 
lands. Each of us “goes his allotted way. Each of us 
faces his own destiny, and usually we never see our fellow 
passengers again. 

Time passed and in the interesting things we were doing 
in Paris, I had almost forgotten about this crossing on the 
French steamer. One day while I was sitting with my 
wife in the sitting room of our apartment in Paris, the 
telephone rang. My wife answered the ‘phone. “Who 
is this?” she inquired. “What is the name?” Then she 
turned to me, with a rather quizzical smile and _ said, 
“Evelyn would like to speak to you.” Yes, it was really 
Cinderella. She was telephoning for her aunt. Evelyn 
had now been dancing under Isadora Duncan. We were 
invited to tea that afternoon at Bellevue. 

We accepted and motored to Neuilly, and finally reached 
the beautiful site of Bellevue. It is a very high spot 
covered with trees, overlooking Paris and the river Seine. 
We descended from our motor at the rather imposing 
entrance to a very large building. This building had once 
been a hotel. It had been given to Isadora with the 
surrounding property to carry out her plan of establishing 
an international school of dancing. She had had this 
building entirely renovated and redecorated in the Greek 
style. (Continued on page 50) 
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Connecticut Convention at New Haven 


Studies Profit Building 


sé ROFIT Building” was _ the 
Pp theme of the twenty-sixth an- 
nual meeting of the Connecti- 

cut Hardware Association, which met 


at the Hotel Taft, New Haven, Conn., | 
In those two days the | 


Feb. 14 and 15. 
members concentrated on their common 
problems, and by steady application 
covered a wide scope of convention ac- 
tivity. Secretary Henry S. Hitchcock, 
Woodbury, is a good man for planning 
conventions, and as usual had a real 
instructive program executed most ably 
by President Donald A. Hallock, Der- 
by, who: presided. 

The opening session was Thursday 
morning, the feature of which was a 
talk on display practices by Robert H. 
Heller, manager, Advertising Service 
Dept., Walker-Rackliffe Co. New 
Haven, Conn., who outlined the funda- 
mentals of good displays and the’sales 
help which such displays gave. He told 
of his experiences in preparing display 
material for manufacturers who some- 
times went to heavy and needless ex- 
pense preparing improper display equip- 
ment for’ dealer’s usé) Part of the 


blame he placed on merchants whom | 


he said were apparently unwilling to 


cooperate with advertising departments | 


of manufacturers, who tried to help the 
dealer with good display helps. 


In the discussion which followed Ted | 


Lyford, Torrington, said he had often 
written manufacturers on this subject 
but had never even received replies. 
The speaker assured Mr. Lyford that 
the majority of manufacturers would 
welcome such suggestions and urged 
dealers to help in this work. 


Mr. Heller said many dealers had a 
fear of pricing visibly, particularly 
when the amount involved was fairly 
high. The average priced lines should 
always be so marked he said and in 
most cases even large amount items 
| should be price marked unless some 
| special reason could be given. He told 
of an experience with a display of old 


' 
| 
| 
j 
} 


at a $2 price, which when displayed at- 
tractively at $4 sold quickly. 
With a short recess for lunch the 


lowed by the address of President Hal- 
lock, who reviewed the work of. the 
recent Bosto1 Congress and its study 
of Henry Brown. He conimented on 
‘the importance of ever studying the 
| essentials of modern retailing, the con- 
| stant changes,’ the increased buying in- 





| fluence of women and the joint im- | 
| Co., Philadelphia, Pa., showéd a sample 


portance of training clerks and reducing 
costs. 


Secretary Hitchcock’s Report 


+ Secretary Hitchcock read the minutes 
|of the 1928 convention and reviewed 


| 


| work of the ensuing year. He reported 
| 19 new members giving the association 
|a total membersip of 157. He called 
| attention to Saunders Norvell’s mail 
| order competition article in the Jan. 24 
issue of HarpwarRE AGE, urged mem- 
| bers to read it and consider the points 
presented. In part he continued: “A 
merchandising revolution is under way. 
Mail order houses and chain stores have 
led the way. Independent merchants 
must improve displays, must price mark 


| Dept., 





model alarm clocks in stock four years | 
necessity of knowing what and when 
'to buy, the use of stock control so 
'that the dealer could judge what’ pro- 


convention resumed with a roll call fol- | 


| of 
| problems. 





goods and choose new lines to take the 
place of discontinued lines.” 

Treasurer Herman W. Morse, Meri- 
den, read the financial report of the 
association. 

Paul J. Stokes, director of Research 
N.R.H.A. spoke on_ the 
“Problems of Profit.” He told of the 
changes in merchandise, the importance 
of style as a buying factor and the 


portion and what particular lines were 
active and which ones were not active. 
He urged concentration of purchases 


'so that a dealer might identify him- 


self as a worthwhile factor for one 
jobber and thereby could seek the help 
that jobber in solving common 


Louis Moiselle, David Lupton’s Sons 


Lupton steel open display table properly 


| arranged and gave a short talk on the 
| importance of modern displays. 


E. B. Gallaher, Editor, Clover Busi- 
ness Service and treasurer, Clover Mfg. 
Co., Norwalk, Conn., gave a most con- 


| structive message on the probable fate 


of the independent retailer in which 
he compared new and old methods of 
retailing, the importance of keeping 
records, and knowing what these 
records meant and getting some definite 
use from such records. “The old time 
hardware merchant was lazy, kept a 
dirty, untidy store with three times 
the needed stock, disorderly displays 
and no visible pricing,” he said; “many 
(Continued on page 55) 
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DEALER DISCUSSIONS 


feature Nebraska Convention 


ATISFACTORY attendance at all 
oat sessions, despite severely cold 

weather, and an unusually fine ex- 
hibition helped make the 28th annual 
convention of the Nebraska Retail 
Hardware Association one of the best 
in recent years. Although the head- 
quarters of the convention was in the 
Hotel Cornhusker, Lincoln, the ses- 
sions and exhibit were held in the Uni- 
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versity Coliseum. The program of ap- 
piied activity for better hardware re- 
tailing as adopted at the recent N. R. 
H. A. Congress in Boston was care- 
‘ fully followed out by the dealers and 
their guest speakers. Discussions from 
the floor featured each session. 

“Buying for Profit” was the theme 
of the opening session on Tuesday, 
Feb. 5. President Howard L. Scofield, 
Lincoln, was in the chair and asked 
J. S. Pattison of Minden to deliver the 
invocation. This was followed by the 
president’s message, in which he looked 
back over the past year’s work and 
briefly reviewed the program for the 
convention. 


The Secretary’s Report 


Secretary-Treasurer George H. Dietz, 
Lincoln, in his report stressed the co- 
operative spirit of the association, and 





told of the various services which the 
members could avail themselves of as 
association members. The report 
showed 793 active members, 61 com- 
mercial members and 2 honorary mem- 
bers. 

“Be governed in 


selections,” said 
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New President 











George Bischof of. Nebraska City, in 
speaking on “Merchandise Selection,” 
“by definite knowledge of community 
requirements and with full considera- 
tion of changing trends.” 

“Competitive Offerings,” was the sub- 
ject on which C. C. Johnson of Omaha 
talked briefly. He urged the members 
to study the offerings of competitors, 
both as to quality and price, so the pur- 
chases may be made with accurate in- 
formation of the situation to be met. 
He suggested the careful watching of 
competitive store’s methods and adopt- 
ing those which were based on sound 
merchandising theories. 


Need of Concentration 


Ed. Lehmkuhl of Wahoo spoke on 
the need of buying concentration in 
the present day retail hardware store. 
He told of the necessity of trading with 
as few suppliers as possible in order 
that the retailer may get any price con- 
cessions and service available. He 


asked the members to discount their 
bills promptly and to buy in as large 
quantities as possible. ‘Keep suppliers 
fully posted on competitive price prob- 
lems,” said A. D. Short, in speaking 
on “Adequate Margins,” “by prepar- 
ing lists of merchandise on which it 
will be impossible to meet competition, 
showing on such lists the prices to be 
met, the retailer's costs and the sell- 
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ing prices for adequate 


margins.” 


necessary 


J. S. Rhein on Teamwork 


J. S. Rhein of Alliance had as his 
topic, “Teamwork with Suppliers.” He 
told of the need of cooperation between 
wholesaler and retailer if both were 
to continue in business. He said that 
the retailer had certain problems which 
he could present to the jobber for help 
and advice, and that the retailer in 
turn could help the jobber by play- 
ing squarely at all times. 

The last speaker of the session was 
Vaughn Noland of Lincoln, who ad- 
vised all members to adopt some form 
of stock control which would reveal 
obsolete or slow moving merchandise 





| and permit orders to be placed upon 
|the basis of past experience, rather 

















than on guesswork. E. E. Henkle of 
Lincoln make the summarizing address, 
telling of the jobbers’ viewpoint in the 
discussions. Mr. Henkle is affiliated 
with Henkle & Joyce Hardware Co., 
Lincoln. Wednesday morning the sec- 
ond session of the convention was 
opened by President Scofield, who in- 
troduced W. M. Traver of University 
Place as the first speaker. Taking as 
his topic “Narrowing Margins,” Mr. 
Traver urged a more careful selection 
of merchandise and a greater use of 
advertising and display. “Price Mer- 
chandise” was discussed by Arthur 
Bintz. He said too often the prac- 
tice of adding a flat percentage to a 
line of merchandise is followed, when 
by varying the percentage according 
to appearance and time required to 
turn the merchandise, a better net re- 
turn can be secured. 

“Have courage to ask what the mer- 
chandise should bring,” said J. B. Hol- 
lenbeck of Lincoln in his address on 
“Longer Margins.” “Competition does 
not rest solely with price.” L. W. Jen- 
nings of McCook discussed the value 
of an efficient sales force, saying that, 
with modern equipment and a wider 
variety of lines, the sales force does 
not necessarily have to consist of men 
only, as women could be employed just 
as advantageously and at less expense. 
E. G. Weir of Dowagiac followed with 
a few remarks on the need of adjust- 
ing salaries and sales records. ‘Let 
employees know definitely the amount 
of sales necessary for them to pro- 
duce in order to justify their salaries,” 
he said. “Effective Planning” was 
ably handled by Clarence Ranslem. 
He advocated the dividing of store 
duties among employees and the need 
of utilizing spare time to the good of 
the business. 

Fred Empkie of Council Bluffs spoke 
next on the important subject « f “Sales- 
manship Training,” saying that sug- 
gestive selling should be urged upon 
salesmen. He asked the members to 
give more attention to the training of 
salesmen if they desired to continue in 
business. 

The problems of a delivery service 
were told to the members by Charles 
Putney. “Discourage the practice of 
sending small parcels,” said the 
speaker, “as it is lost time. Utilize 
the time of the delivery man in sell- 
ing or other productive activity to 
lower the total cost, if it is at all pos- 
sible.” 

The last member speaker at this 
session was C. A. Reeder of Fairfield. 
He discussed various credit plans and 
advocated the opening of credit ac- 
counts be left to one man. 
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Arthur C. Lamson, N. R. H. A., 
President, Speaks on Operat- 
ing for Profit 


Arthur C, Lamson, president of the 
N. R. H. A., was a guest of honor at 
the convention and then intro- 
duced. Mr. Lamson gave an inspira- 
tional address in the form of a sum- 
mary on “Operating for Profit.” Mr. 
Lamson was given a hearty round of 
applause as he finished his address. 

Thursday's was called 


Was 


session to 


ARTHUR C. LAMSON 


order at 9.30 a. m., and after a few 
songs settled down to hear R. V. Kou- 
pal of Lincoln tell about the fine points 
in “Competitive Selling.” He said that 
a study of competitive stores was nec- 
essary, noting the methods of selling, 
display, orderliness, illumination and 
cleanliness. ; 

In his talk on the value of public 
utilities, L. E. Nelson of Omaha said 
that these organizations should mer- 
chandise along sound business lines. 
He asked the members to cultivate the 
friendship of the managers of some 
utility companies and point out to them 
the unfairness of some of their com- 
petitive methods. 

“Installment selling is entirely prac- 
tical,” said Fred Ebinger of Plainview 
in his talk on the value of such sell- 
ing in a retail business, “when custom- 
ers desire articles of large unit value.” 

“Quality Lines” was the topic cho- 
sen by Albert Lahr of Lincoln. He 
advised the handling of quality mer- 
chandise, which he said would be to 
the dealer’s greater profit and prestige. 

Loss leaders were advocated for re- 
tail hardware dealers by Earl J. Dean, 
who said that the dealer may also well 
consider the wisdom of discontinuing 


| the sale of goods in his line used reg- 


| 


| 





ularly by others as loss leaders. 

“Discard passive business accep- 
tance,” said Anton Hansen in his ad- 
dress on “Aggressive Merchandising.” 
“You dealers must go after business 
and not let it come to you. Plan in- 
telligently and work energetically all 
the time.” 

Charles Lehmkuhl of Wahoo told of 
the successful installation of new 
equipment in stores in his territory and 
advised all to plan for a remodeling, 
if they had not already done so. 

B. B. Barber of Homer advised the 
adding of new merchandise whenever 
possible, and suggested that the deal- 
ers investigate the possibilities of add- 
ing new merchandise in their terri- 
tory. 

W. A. Robbins was the last member- 
speaker at the session and told of the 
need for more carefully planned sales, 
more judicious management and for 
owners to devote more time and 
thought to the larger activities of the 
business. 

Carl Dipman, editor of Good Hard- 
ware, summarized the discussions. 

The final meeting of the convention 
was held on Friday morning, with 
Glendon Hackney, assistant editor of 
Hardxare Retailer, as the first speaker. 
He was followed by John W. Gamble, 
who clinched the whole series of dis- 
cussions with an inspirational address 
on “Henry Brown, the Man.” 


The Election of Officers 


After the nominating committee had 
made its report, the following were 
elected to hold office during 1929: 
President, Clarence Ranslem, Scrib- 
ner; first vice-president, J. A. Simerka. 
Walthill; second vice-president, G. S 
Olson, Norfolk, and George H. Dietz, 
secretary-treasurer of the organiza- 
tion. New members elected to the 
board of directors include A. B. Bintz, 
Madison; George Peck, Rushville; 
D. D. D. Boyd, Columbus. M. O. 
Trester was reelected to the presidency 
of the Nebraska Hardware Mutual In- 
surance Co, at its annual meeting. 

In order to increase interest and ac- 
tivity in the sessions and the exhibit, 
luncheon was served each day in the 
Coliseum. This also brought about a 
splendid spirit of good fellowship. 

Many orders were placed by deal- 
ers on the exhibition floor. This hard- 
ware show was judged to be one of 
the most attractive and successful ever 
held. Next year’s convention will 
meet in Omaha, in line with the es- 
tablished precedent. 
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OTEL STATLER in Detroit 
H was headquarters for the four- 

day, thirty-fifth annual conven- 
tion of the Michigan Retail Hardware 
Association, which was in session on 
Feb. 5, 6, 7 and 8. An exhibition was 
held in the Convention Hall, where 
manufacturers of hardware and kin- 
dred merchandise had arranged attrac- 
tive displays in their various booths. 
Dealer discussions took place at every 
session, and many valuable suggestions 
for merchandising and conducting a 
present day hardware store were heard 
from the floor. 


The President’s Address 


The convention was called to order 
on Tuesday, Feb. 5, by President Her- 
man H. Dignan, Owosso. Following 
the invocation delivered by Treasurer 
William Moore, Detroit, the president’s 
annual address was read. President 
Dignan reviewed the work of his or- 
ganization through the last thirty-five 
years and praised the work of the 
founders, as well as the efforts of the 
present officers and members. He told 
of the program that was to be followed 
and asked for united cooperation dur- 
ing the coming year. 

E. St. Elmo Lewis, 
counsellor of Detroit, was then intro- 
duced to the association. His talk on 
“Planning for Profit” was based on 
many years’ experience with retail 
dealers and their problems. At its con- 
clusion he was given a rising vote of 
thanks. 

The auditor’s report was read and 
accepted, after which the convention 
adjourned to the exhibit hall. 

Wednesday morning’s session had as 
a theme “Buying for Profit.” Carl 
Sturmer of Port Huron, speaking on 
“Merchandise Control,’ said in part, 
“To know your customer is the first 
step in your selection of merchandise. 
Every hardware merchant today has 
a fair conception of the type and kind 
of customer with whom he does busi- 


merchandising 











MICHIGAN 


Retail Hardware Association 


Convened in Detroit ' 
on February 5,6,7 and8 . 


ness. Your business experience should 
tell you if you have a price seeking 
class of customers, or whether you 
have customers who demand the new- 
est and best of all goods. 

“Formerly the customer had to 
choose from a merchant’s stock or go 
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without. Now the customer shops 
around until finding what is desired. 
It is only by the selection of the newer 
and better articles that you can hope 
to increase your business. I do not 
approve of the merchant trying to 
carry everything that is asked for, but 
whenever you are aware of a demand 
for some new item, which you could 
handle, then it would be worth your 
time and effort to handle the products, 
for you will not only be serving the 
public by your careful selection of 
merchandise, but you will secure added 
profit through new sales.” 


Competitive Offerings 
Fred A. Rechlin of Bay City then 
spoke on “Competitive Offerings.” He 
said they were a serious problem that 
every independent retail merchant must 











pees ; anne 


HERMAN H. DIGNAN 


Retiring President 


contend with. He advised seeking the 
cooperation of the jobber in securing 
merchandise for competitive offering. 
He also advised the dropping of un- 
profitable lines and advised the meet- 
ing of prices whenever possible. 
“Buying Concentration” was ably 
handled by Warren A. Slack, Bad 
Axe, who in his talk said, “Let us se- 
lect a few suppliers, the number de- 
pending on the volume of business we 
do, whether it be wholesaler or manu- 
facturer, that we can give enough 
business to warrant their appreciation. 
They in turn will give us the prices 
we need on quality merchandise to 
meet competitive prices and still make 
a profit. We, in turn, should eliminate 
small orders, discount every invoice, 
be fair with returned merchandise and 
cooperate in every way possible.” 


Adequate Margins and Team 
Work 


“Adequate Margins” 
at,some length by Charles A. 


was discussed 
Ireland 


of Ionia. Charles F. Barck of Mt. 
Clemens discussed “Teamwork with 
Suppliers,” saying that it was very 


essential in the success of the retailer 
of today. “It takes two to have co- 
operation,” the speaker said, “and it 
must be a combination of an intelli- 
gent, energetic retailer working with a 
progressive and intelligent jobber.” He 
spoke also of the value of buying con- 
centration and its importance between 
jobber and retailer. The last speaker 
at this session was R. K. Lackey, presi- 
dent of the Continental Department 
Store, Inc., whose talk was devoted to 
the “Importance of Balanced Stocks.” 

President Dignan called the Thurs- 
day morning session to order and in- 
troduced to the dealers J. Charles Ross 
of Kalamazoo, vice-president of the 
N. R. H. A. Speaking on “Conscious 
Planning and Agressive Selling,” Mr. 
Ross told his fellow-dealers that the 

(Continued on page 82) 
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Pennsylvania and Atlantic Seaboard Dealers 
Met in Philadelphia for 


Twenty-eighth Annual Convention 


EAVY attendance and a consis- 
H tent maintenance of interest in 
the various sessions marked the 
proceedings of the twenty-eighth an- 
nual convention of the Pennsylvania 
and Atlantic Seaboard Hardware As- 
sociation, held in the new convention 
hall of the Commercial Museum, Phila- 
delphia, Pa., on Feb. 12, 13, 14 and 15. 
A large part of the program was con- 
tributed by the dealers themselves, 
who gave their opinions on various 
topics and participated in the discus- 
sions. 

The Opening Sessien 

The opening session was held in the 
ballroom of the Benjamin Franklin 
Hotel on the evening of Feb. 11, with 
President George C. Brown, Punxsu- 
tawney, Pa., presiding. 

Following the invocation by Rev. 
Thomas C. Pollock, D.D., the address 
of welcome was made by Lemuel B. 
Schofield, Director of Public Safety in 
Philadelphia. Paul J. Stokes of the 
N. R. H. A. staff extended the greet- 
ings of the national organization. The 
last address of the session was deliv- 
ered by Thomas “A. Daly, a_ noted 
writer and humorist, whose talk, “Po- 
etry in the Day’s Work,” was both en- 
tertaining and instructive. An excel- 
lent program of entertainment was then 
presented and was followed by an in- 
formal reception with dancing and 
incidental music. 

Tuesday morning brought the first 
business session of the convention. 
This was a well attended meeting, and 
all dealers seemed anxious to hear all 
that was to be said on the session 
theme,“Buying for Profit.” 

In his annual address, 
George C. Brown said in part, “One 
of the association’s big jobs is to give 
to members a better understanding of 
its functions and the many ways in 
which it can helpfully serve. Many 
retailers are so concerned with the 
difficulties that confront them that they 
have given too little thought to the 
necessities of adjusting themselves to 
present conditions, adopting modern 
policies and working along lines in 
keeping with the times.” 

Mr. Brown reviewed the work of 


President 





the association during the past year 
and urged the members to take advan- 
tage of the various services offered 
by the association. 
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“The hardware merchant who will 
adapt himself to new conditions and 
who will apply modern methods to his 
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distribution will positively succeed,” 
continued the president, “but the mer- 
chant must make certain that his dis- 


| tail 


| trict is economically sound and that he 
| is not wasting money and time in an 
| unprofitable territory. He must be cer- 
tain down to the last decimal point of 
his cost of doing business, so that he 
| can constantly maintain a margin of 
| profit. There will always be a place 
| in the world for the independent mer- 
chant with personality, backed with 
hard work, to conduct a profitable re- 
hardware store.” In conclusion 
Mr. Brown reviewed the subjects that 
would be discussed in the sessions of 
the convention. 


The Secretary’s Report 


Following the  president’s report, 
Sharon E. Jones, secretary-treasurer 
of the association, read his report, say- 
ing in part, “The members and officers 
of this association can hold up this 
association to the world as an exam- 
ple of service, efficiency and progress, 
having the largest membership, the 
largest associate membership and serv- 
ing the largest number of members 
every year. It holds the largest num- 
ber of meetings during the year and 
brings together more merchants at 
conventions and exhibitions than many 
other similar organizations.” 

Mr. Jones reviewed the insurance 
situation and announced the formation 
of an insurance department in the as- 
sociation, with the secretary as agent 
for the various companies. 

The first of the “Buying for Profit” 
topics was “Merchandise Selection and 
Competitive Offerings.” This was ably 
handled by Robert J. Murray of 
Honesdale, Pa., who said in part, “Not 
many of us fail so badly in selecting 
the proper style and grade of mer- 
| chandise. Ordinary good sense will 
| dictate the proper course to pursue, 
and constant reference to past sales, 
in addition to a close watch of chang- 
ing trends, should be a good guide. In 
many cases it is wise to add a greater 
variety. Do not be hesitant in adding 
profitable lines that can be readily 
sold.” 

Mr. Murray advocated the seeking of 
jobber cooperation in an effort to se- 
cure competitive offerings. “The 








trouble with us,” said the speaker, “‘is 
that we are inclined to grumble and 




















HARDWARE AGE for FEBRUARY 28, 1929 43 





cuss and not do anything. This does 
not solve the problem. A good hard- 
ware buyer should come pretty close 
to buying his merchandise at an ad- 
vance on chain store costs, not much 
greater than would offset his saving in 
operating costs. He must do a better 
job than he has been doing in the 
past.” 

H. S. Newcomer of Mount Joy, Pa., 
was the next speaker. Talking on 
“Buying Concentration and Sufficient 
Margins,” he said in part, “Lack of 
proper concentration in buying will 
spell failure many times for apparently 
good merchandisers. It is a real task 
to confine buying to one line of any 
kind of merchandise.” Mr. Newcomer 
told of the experiences in his store and 
of the success enjoyed through careful 
buying. “Confine your buying to fewer 
supply houses. Nothing tends to drive 
away good supply houses quicker than 
to buy from everybody who comes 
along. Give fewer suppliers volume, 
and your purchases will pay you divi- 
dends.” The speaker advocated dis- 
counting all bills and the buying of 
merchandise which would allow a good 
margin of profit. 

“Buying for profit will become an 
easier task if you concentrate your 
purchases and discount your bills, and 
it naturally follows that sufficient mar- 
gin can be added if these rules are fol- 
lowed out,” said Mr. Newcomer. 

“Teamwork with Jobbers” was the 
subject of a very interesting talk by 
Frank A. Hegner, Sewickley, Pa., who 
said in part, “The position of the job- 
ber today is just as secure as that of 
the retailer. If the jobber goes, the 
retailer goes with him. 

“Some people cite the chain store as 
an example of jobberless merchandis- 
ing. This isa fallacy. The chain store 
has its supply house with the functions 
and expense of a jobber. The jobber’s 
problem is to develop concentrated 
areas and give the same service to the 
independent retailer that the supply 
house gives to the chain units. 

“The dealer needs the jobber at this 
time more than he did in the past, as 
reasonable quantity buying and rapid 
turnover must come through the job- 
bers. Dealers should pay bills promptly 
and discount when possible. They 
should buy in reasonable quantities and 
should play fair in the matter of re- 
turned goods. Jobbers, too, must play 
fair and not take away the retailers’ 
customers. Jobbers should carry suffi- 
cient stock, and their salesmen should 
know their lines and be able to help 
retail dealers in merchandising prob- 
lems.” 

The summarizing address of the ses- 
sion was given by George E. Mac- 
Ilwain of Boston, Mass., who empha- 








sized the high points of each speaker’s 
talk. 

There were no afternoon sessions 
at this convention, so the next busi- 
ness session was held on Wednesday 
morning at 10 o’cleck. 

The first speaker at this session was 
Ernest Johannesen of Baltimore, Md., 
who, in discussing “Prollems of Nar- 
rowing Margins and Courage in Pric- 
ing,” said that it was very necessary 
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to devote greater sales and display ef- 
forts to items that yield a profit and 
give a reasonable turnover. He ad- 
vocated the bringing out to the front 
of the store of the fast selling items. 
“Use attractive price cards,” said Mr. 
Johannesen, “and change your win- 
dows at frequent intervals. Courage 
in pricing is the most serious job the 
dealer has to contend with, and a sub- 
ject most dealers face with fear and 
trembling. If more time was spent 
in selling and proper pricing than 
worrying where and how to buy 
cheaper and how to meet the price 
competition offered, far greater re- 
turns would accrue. The dealer is en- 
titled to a fair return and must make 
a profit, or the community will suffer 
as well as himself. It is very neces- 
sary to develop a pricing ability, and 
it is folly to try to meet every cut 
price on every item that is occasionally 
cut.” In the course of his talk on 
“Tdle Time of Clerks,’ William McK. 
Reber of Bloomsburg, Pa., said in 
part, “In all stores there are times 
when trade seems to stop. This is the 
time when clerks should take advan- 
tage of the lull and arrange stock, clean 
sections of the store and put all mer- 
chandise in the best possible shape, not 
only for easy handling, but. more at- 
tractive to possible customers.” 


| sell more profitable goods. 








The speaker advocated the allowing 
of clerks to sell merchandise for which 
they had a particular leaning. “I al- 
ways select my _ clerks,” said the 
speaker, “and prefer to train them 
from the start rather than hire a poor- 
ly trained clerk. If I need an extra 
clerk, I go to the high school and look 
over the prospects, keeping in mind 
their records for honor, diligence and 
character. In this way you can gener- 
ally get a good boy who is willing to 
work in the summer during vacation 
and after school hours. 

“T have trade journals mailed to my 
employees, and I find that they are al- 
ways interested, as we often discuss 
certain articles in the store. Sugges- 
tive selling is needed, but merchandise 
should te allowed to suggest itself. 
Over-suggestion is dangerous.” 
McKnight of Pittsburgh, 
Pa., was introduced as the next 
speaker. In talking on “Insurance and 
Taxes—Definite Credit Policies,” Mr. 
McKnight said that one of the dealer's 
very necessary attributes for success 
was the ability of having complete in- 
surance coverage. He spoke of the 
advantages of having fire insurance for 
stock, fixtures and building; insurance 
for automobiles and salesmen’s cars; 
workmen’s compensation insurance; 
plate glass insurance and_ various 
phases of personal life insurance. 

In speaking on credits, Mr. Mc- 
Knight said that the first rule in busi- 
ness was to have one man responsi- 
ble for accounts opened. “Try to find 
experiences of others with the appli- 
cant for credit,” he said. “Bank ref- 
erences are of some value, but usually 
a depositor treats his bank better than 
he does merchants. It is excellent to 
have a card index of each credit ac- 
count with salient features of the ac- 
count written on the card, forming an 
inexpensive and ready reference.” 

C. L. Gairoard, sales manager of J. 
Wiss & Sons Co., Inc., Newark, N. J., 
was the next speaker at this session. 
His topic was “How Successful Mer- 
chandisers Are Meeting Today’s Prob- 
lem.”” In part Mr. Gairoard said, “The 
greatest problem before you is how to 
Let us start 
in the buying department. The buy- 
ers are responsible for the sale of the 
goods which they buy, and today you 
will find the buyer of department stores 
on the floor of the store, meeting cus- 
tomers and instructing salesmen how to 
sell goods. 


Hugh F. 


“It is a question to my mind whether 
customers coming to the hardware 
store expect the dealer to sell them the 
kind of goods that are found in the 
five-and-ten-cent stores. It is my es- 
timation, if they come to you, it is be- 
cause they want something better than 
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is found in the five-and-ten-cent stores 
and in chain stores. 

“Selling quality goods means more 
profit and more prestige for the dealer. 
In order to sell the quality merchan- 
dise, he must expend more energy in 
training his salesmen. You cannot do 
all the work yourself, and you must 
invest authority in others, in order to 
make them worth while to you. If you 
are ambitious to succeed, your employ- 
ees, too, must be ambitious to succeed, 
if you are to achieve your desire. 
Team-work in the store’s organization 
is essential to the store’s success.” 

Paul J. Stokes, director of the N. R. 
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H. A. research service, then proceeded 
with the summary of the session. His 
talk was extremely practical and based 
largely on his wide experience with 
retail dealers throughout the country. 
A discussion by the audience followed 
his talk. Many dealers from all sec- 
tions of the PASHA territory par- 
ticipated in the forum. 

Thursday’s session was called to 
order by President Brown, whose abil- 
ity as a presiding officer caused many 
favorable comments. He called on 
Walter T. Massey of Dover, Del., to 
discuss “Competitive Selling.” In his 
talk Mr. Massey said that competition 
is making the independent hardware 
dealer more aggressive. He is learn- 
ing many lessons from the chain stores. 
These organizations have also showed 
him how‘ to use paint, as well as sell 
it. They have taught him the value of 
well lighted stores and good displays. 
He has learned the value of proper 
wordings on show cards and in adver- 
tising, as well as the results accrued 
from using women in hardware stores.” 

“Public Utilities” were discussed by 


J. E. McCullough of Wilkinsburg, Pa. 


In his talk he said that the public util- 


itv is here to stay as it is a necessity. 
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| He told how the utilities are owned by | of Claysville, Pa. 
| there were two kinds of hardware deal- 


| the public, and how the public reaps 


| the benefits of increased service offered 
| by the utilities. 

Electrical appliances as sold by util- 
ities were discussed at some length. 
Mr. McCullough said that the utilities 
are in the merchandise business to stay 
for many years. He stated that the 
pioneering of new electrical appliances 
must be done by the utilities, as the 
independent retailer cannot and will 
not sponsor the extensive sales and 
advertising needed to put new items 
before the public. ‘The better utility 
executives are ready and willing to 
play squarely with you,” said the 
speaker, “and it is up to you retailers 
to play squarely with them.” 

“Selling High Quality-Loss Lead- 
ers” was the topic discussed by Wil- 
liam H. Blanning of Lykens, Pa. He 
advocated the practice of a store sell- 
ing high quality merchandise and ac- 
quiring a reputation for selling such 
goods. He also advocated the use of 
loss leaders. 

“Possibilities and New Lines” and 
“Methods of Successful Dealers” were 
the subjects under which J. P. Pierce 
of Milford, Del., presented an inter- 
esting talk. “Times have changed,” 
said Mr. Pierce, “and people have ac- 
quired new habits and new standards 
of living. They demand new kinds 
of merchandise.” He advised dealers 
to continually add new lines akin to 
hardware. “Study competition of all 
kinds and adopt the best methods,” 
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said the speaker. Mr. Pierce declared 
| that he was not uneasy over the chain 
store situation. “We can do the same 
| things they do,” he said, “and we have 
|an advantage over them, as our em- 
ployees are better trained.” 
“Modernizing Store Equipment” was 
| discussed by Sen. George B. Sprowls 








He declared that 


ers—those who do business are in the 
minority, and those who merely think 
they are in business are in the major- 
ity. ‘Seventy-five per cent of the deal- 
ers are standing still,” said the speaker. 
“Dealers were also said to be largely 
to blame for the high overhead of job- 
bers, due to their buying in small quan- 
tities. Jobbers were said to have been 
equally slow in learning. Both were 
said to be in for a run of hard luck 
unless they changed their methods. 


Senator Sprowls advised changing 
the dress of the stores, and using 
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plenty of light and good show windows 
and plenty of displays. “The chain 
stores,” he said, “will not hurt the 
really efficient dealer, but they have 
already hurt the inefficient dealer. Ar- 
range your stores in such a way as to 
make it easy for people to buy. Keep 
them immaculately clean and display 
as much of your stock as possible.” He 
concluded with the statement that if 
it had not been for the new goods 
added to his stock in the last ten years, 
he would have been forced out of 
business. 

The last speaker at this session was 
Charles H. Nelson, field secretary of 
the Michigan Retail Hardware Asso- 
ciation, who said in part, “The trouble 
with most dealers is that they can’t 
plan ahead. Business is governed by 
law and not by luck. 

“There is a penalty for every viola- 
tion of the fundamental laws of busi- 
ness. The reason for eight out of ten 
retail failures is personal. We are 
often judged by our shortcomings. 
Edison says that we don’t know one- 
millionth of 1 per cent about anything. 
The great factor in business is the 

(Continued on page 54) 
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ruitful Conclave in Chicago 


hibits and highly instructive busi- 
ness sessions were the high lights 
of the thirty-second annual convention 
of the Illinois Retail Hardware As- 
sociation, held on Feb. 12, 13 and 14 
at the Hotel Sherman in Chicago. 
More than 200 more dealers regis- 
tered for the 1929 meeting than had 
attended any previous convention of 
the association; and the convention 
theme: “A profit program for Henry 
Brown, a hardware retailer,” was pro- 
ductive of a wealth of information 
made available through practical talks 
delivered by selected dealer members. 
The three important phases of the 
theme were allotted to the three morn- 
ing business sessions for discussion, 
which enabled the speakers to cover 
the minor contributing factors of each 
phase in a complete and informative 
manner. 


The Opening Session 

At the opening session Tuesday 
morning, the proceedings were enliv- 
ened with singing conducted by Oscar 
J. Kloer.. After H. E. Gnadt, Chicago, 
had pronounced the invocation, Presi- 
dent C. G. Gilbert of Oregon delivered 
his message, saying in part: “Changes 
in business trends are not alone con- 
fined to our stores and in keeping with 
the advancement being made, this 
year’s convention will be conducted 
under a different plan. We will not 
take up the time to survey or review 
the accomplishments of the associa- 
tion during the past year, and our busi- 
ness sessions will be held from 9 a. m. 


[ sitits ana attendance, more ex- 





to 12 noon. He then enumerated the 
benefits of membership in the asso- 
ciation, and urged the cooperation of 
members in maintaining the indepen- 
dent dealer’s rightful place in hard- 
ware distribution. He also asked the 
jobbers and manufacturers to give the 
independent dealer a “fair break” when 
they have “seconds” or “job-lots” to 
dispose of at cut prices. Mr. Gilbert 
further said: “Competition is increas- 
ing, expense is increasing, and sales 
are decreasing. We must find a way 
to buy our goods cheaper. J have 
studied the chain store very carefully 
for the past eighteen months, and my 
conclusions, based on my observation 
of their methods, is that we must do 
four things. First, have and use busi- 
ness control. Second, have and use 
merchandise control. Third, improve 
our arrangement and display. Fourth, 
ally ourselves with some good jobber 
or other dependable source of supply. 
The price will then take care of it- 
self.” 

The following dealers spoke at the 
“Buying for Profit” session: 

Hobart R. Beatty, Clinton, speaking 
on “Merchandise Selections,” said in 
part: “Why didn’t we make the money 
we wanted to make last year? It is 
all our fault. You must apply the 
plans suggested by the national as- 
sociation. Our ability has its limita- 
tions. How many of us study the needs 
of our communities? We put in radio 
against my will, but my brother in- 





sisted. We sold four sets the first day 
we had them in the store. Last year 
radio was one-third of our business, and | 


we had a 60 per cent increase in the 
total volume, but the hardware vol- 
ume was no larger.” 

Frank Burke, Waukegan, discussing 
“Competitive Offerings,’ said, “The 
three important factors are: The qual- 
ity of the merchandise, the methods of 
merchandising, and the cost of the 
merchandise. Some articles of the 
same quality must be sold at the same 
prices as asked by competitors. Shop 
your competitors in order to know 
what is going on. We found that be- 
cause we were selling screen wire by 
the square foot and the chain stores 
sold it by the lineal yard, we were at 
a disadvantage, so we changed our 
method. Remember that cost is ‘deliv- 
ered cost to the customer.’ Mail ordes 
chain stores have found that they must 
now offer higher quality articles in 
their stores than they sold by catalog.” 


Buying Concentration 


Paul Freeman, Urbana, talking about 
“Buying Concentration,” said in part: 
’We purchase 80 per cent of our goods 
from one jobber, and the 20 per cent 
that is left goes to a second jobber. 
This puts us in a position to receive 
price concessions, and we also get bet- 
ter service. We don’t run as much 
chance of overloading or duplicating 
stock, and we devote less time to buy- 
ing and more to selling. You must 
discount your bills to deserve special 
consideration from the jobber. We 
have found that if you don’t ask for 
price concessions, you will not receive 
them.” 

Frank J. Kozelka, Chicago, in re- 
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gard to “Adequate Margins,” said in 
part: “Often the amount of the margin 
depends on how we use our head in 
buying. The right source of supply 
is a big help. I can’t tell you what an 
adequate margin would be for your 
store, but it should be the best you 
can get.” 

J. Claridge, Chicago, speaking on 
the subject “Cooperation with the 
Source of Supply,” said in part: 
“There are only two sources of supply 
in the hardware business—the jobber 
and the manufacturer. The jobber’s 
place in the sun will be just what he 
makes it. If you do not cooperate 
with the jobber, you are doomed for 
the toboggan. About 20 per cent of 
the items we carry are of a competi- 
tive class, and the public gages your 
entire stock by the prices of articles 
in the competitive class. Price is a 
big question, and the jobbers who help 
us to meet competition should receive 
our support. We should all remember 
that no banana gets skinned until ‘it 
leaves the bunch.” 


Stock Control 


W. R. Yontz, Chrisman, talking on 
“Merchandise Movement,” said in 
part: “To know how your merchan- 
dise moves, you must use stock con- 
trol. To secure action, we should find 
out the sales possibilities of items de- 
serving our consideration. We have 
used stock control on special and sea- 
sonable goods for the past year and a 
half, and now we wouldn't do with- 
out of it.” 

The forum discussion was conducted 
by Hobart R. Beatty, Clinton, past 
N. R. H. A. president, who evoked 
many lively and enlightening remarks 
from dealers relative to each problem 
presented, 

Frank Stockdale of Chicago, presi- 
dent, Stockdale Service, summarized 
each business session in the competent 
fashion that has won him fame as a 
convention speaker and business coun- 
selor. 

Wednesday’s session, with “Operat- 
ing for Profit” as its theme, had as its 
first speaker Fred W. Swannell, Kan- 
kakee, who, discussing “Rating Mer- 
chandise,” said in part: “There are 
only three ways to increase margins 
—selling higher, buying lower or sell- 
ing more merchandise carrying a 
longer margin. The last is the easiest 
way, and we should make a greater 
effort for the long margin business. Go 
through your stock and pick out the 
items that will stand a higher mark- 
up. In chain stores, the most desir- 
able display location and a larger por- 
tion of the space is given over to the ar- 
ticles having the greatest margin. Stock 
control is the only way to definitely 





know how many times certain articies 
will turn. We should be more careful 
in marking goods. Just because the 
cost is the same is no reason for sell- 
ing at the same price. Use judgment 
and put a higher mark-up on the best 
appearing article in such instances.” 
W. G. Read, Bloomington, talking 
on “Larger Margin,” said: “We can 
secure larger margins by increasing 
our volume, cutting expenses and in- 
creasing our margins on the goods we 
sell. Most dealers are cowardly about 
marking up goods enough to make a 
just profit. We should never mark 
goods without seeing the merchandise. 
When we make a good buy and get a 
special price, we should not pass such 
concessions on to our customers.” 


Oscar Fisher, Chicago, in discuss- 


ing “Proper Pricing,” said: “When we 
sell quality goods, the price is soon 
forgotten. The old margin of 33 1/3 
per cent is not enough margin or make- 
up when expenses are high. The hard- 
ware merchant alone is responsible for 
the narrowing margins. There is no 
advantage in cutting prices, and our 
dealer associations are most beneficial 
to all of us.” 

G. R. Swank, Galva, regarding “Pro- 
ductive Sales Forces,” said: “The suc- 
cessful manager will have to work 
longer and harder than ever before. 
We must have greater “are in select- 
ing our salespeople. Consult your 
salesforce about your buying and sell- 
ing problems. Their initiative must be 
encouraged. Find out whether your 
clerks are producers or not. Mod- 
ern fixtures will help to reduce sales 
expense, and I believe more outside 
selling should be done in slack pe- 
riods. The proper training of our em- 
ployees is very important for continued 
success.” 


Selling Problems 


H. W. Giessing, East St. Louis, dis- 
cussed “Knowing Sales Costs,” and 
said: “The only way to know facts on 
sales cost is through the use of ac- 
curate, detailed cost records. A per- 
centage basis is the only fair way to 
pay your employees, but we lack the 
nerve to use the plan. Keep individual 
sales records in order to know ex- 
actly what your salaries are costing 
you.” 

Charles I. Crawford, Waukegan, in 
discussing “Individual Sales Quotas,” 
said that establishing monthly sales 
quotas encourages friendly rivalry be- 
tween salesmen. “Compliment them 
when they sell their quotas and en- 
courage their efforts. According to a 
survey of the U. S. Department of 
Commerce, salesmen waste one-third of 
their time. Salaries should be paid 
by a commission on sales, for it is the 





only just way to handle your clerks,” 
said Mr. Crawford. 

J. A. Van Nattan, Springfield, on 
the topic “Aggressive Selling,” said: 
“Why don’t we have more intelligent 
selling? We sell mechanical refrigera- 
tors. Each salesman has a quota to 
sell, and in this way they have a star 
to shoot at. We meet every morning 
at eight for a conference. I prom- 
ised the salesmen who made their quo- 
tas a trip to the Frigidaire convention 
and three of them made the grade. 
We are lax in training salespeople, we 
all have a ‘star’ salesman. He should 
be given special consideration.” 

E. G. Lindquist, Chicago, discussing 
“A Definite Credit Policy,” stated: 
“Last year our store made a gross 
profit, and it was due to collecting 
our bills. If we would use greater 
care in our credits, we would have 
more liquid assets instead of frozen 
ones, and many failures would be pre- 
vented. Have a definite credit policy 
and explain it to your customer and 
adhere strictly to it.” 

Rivers -Peterson, editor, Hardware 
Retailer, then conducted the forum dis- 
cussion which preceded the summariz- 
ing address made by Frank Stockdale, 
Chicago. 


Thursday Session 


“Planning for Profit” was the theme 
at Thursday’s session. 

Richard Hesse, Chicago, discussing 
“Applying Modern Methods,” said: “In 
the last few years big department 
stores, mail order houses and chain 
stores have all changed their business 
methods. We cannot continue to use 
our old-fashioned ideas; we must fol- 
low their example and display prop- 
erly, change our windows regularly, 
use show cards and price cards, read 
the trade papers and stay abreast with 
modern merchandising.” 

C. N. Frees, Maywood, regarding 
“Selling Electrical Appliances,” said: 
“We have only sold electrical appli- 
ances for about a year. We held 
church demonstrations on electric re- 
frigerators, giving $10 to churches if 
they would have 30 ladies present. 
These demonstrations sold several re- 
frigerators, and we secured a number 
of valuable leads. We then decided 
to hold the demonstrations in our store. 
We served candy and frozen desserts. 
Attendance was good and we sold 
merchandise. One hundred and ninety- 
one refrigerators is our quota for 1929. 
Radio is an easier seller than refrig- 
erators. Few come back after a home 
demonstration. We pay the salesmen 
a commission on radio, and they are 
so interested they recently asked if 
they couldn’t keep the store open two 
nights a week to sell radio.” 
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Franklin Schlitt, Springfield, taiking 
on “Featuring Quality,” said: “It is 
up to every hardware dealer to bring 
quality to the front. Ninety-nine per 
cent of our stock of goods are guar- 
anteed, quality items sold for a profit. 
The remaining 1 per cent is guaran- 
teed quality articles sold without profit. 
We sell more good bronze lock sets 
at a 50 per cent mark-up than we do 
cheap steel lock sets at a 30 per cent 
mark-up.” 

George Fager, Cicero, in regard to 
“Loss Leaders,” stated: “My idea of 
a good loss leader is an article that 
has a short life and must be replaced. 
It must appeal to the ladies. A loss 
leader sale of articles for men will fall 
flat. I have used loss leaders for years 
and believe in them. Woolworth sells 
an alarm clock for 10c. I bought 
several gross of brooms at 33c. each 
that I am going to sell at 29c. Vari- 
ety sales of loss leaders bring in the 
women. Nine times out of ten the loss 
leader is not a real loss leader, . be- 
cause it is not bought from the right 
source of supply. I think it is the 
best policy to leave the women alone 
until they have finished ‘shopping’ all 
of your tables and bring the articles to 
the counter for you to wrap.” 


Improved Layout 


Frank Eger, Libertyville, discussing 
“Improved Layout,” said: “We recent- 
ly remodelled our store and installed 
new fixtures. It has been a wonder- 
ful improvement. Our volume has in- 
creased, and we were able to reduce 











our clerk hire $25 per week. We don't 
need as expensive clerks when we 
have up-to-date fixtures.” 

B. A. Schroeder, Barrington, speak- 
ing on “New Lines,” said: “What shall 
be our policy? Shall we have a supply 
and create the demand, or wait for the 
demand before securing the supply? 
The three ways to create demand are: 
The printed line, the telephone line and 
the ‘bee-line.” Watch your step and 
don’t overbuy when profits are good 
and enthusiasm is high. Some new 
lines worth considering are: Bird 
houses, kitchen ventilators, automatic 
refrigerators, radio, oil burners, key 
machines, bathroom fixtures and arti- 
cles in color.” 


Controlling for Profit 


George Jones, Lanark, talking on 
“Controlling for Profit,’ stated: 
“Through business control, we were 
able to reduce our cost of doing busi- 
ness to within 92/100 of where it 
should be. Our estimated cost of doing 


business was 20 per cent, while it is 


actually 20.62 per cent. Watch your 
purchases in order to have money and 
not material at the close of the year. 
Last year our business was $1,000 bet- 
ter than ever, due to business control.” 

After the dealer talks, Rivers Peter- 
son conducted the forum discussion 
and Frank Stockdale summarized the 
addresses. 

A luncheon preceded the closing ses- 
sion of the convention. Mr. Peterson 
was the principal speaker, delivering 
an address on “Henry Brown, the 


Coming Hardware Conventions 








Man.” Committees then reported as 
follows: Legislative Committee, H. W. 
Giessing, East St. Louis, chairman. 

Resolution Committee, C. T. Schaff- 
ner, Herrin, chairman, said: ‘The res- 
olution expressed appreciation of the 
cooperation of jobbers and manufac- 
turers for their participation in the ex- 
hibition; extended thanks to the Pull- 
man company for the fine entertain- 
ment furnished by the Pullman Porters 
Quartette and voiced the sympathy of 
the association to the families of de- 
ceased members.” 

Location Committee with W. G. 
Read, Bloomington, chairman, recom- 
mended Chicago as the location for the 
1930 convention. Auditing Commit- 
tee, S. J. Koehler, Chicago, chairman, 
reported finances in good condition. 


Election of Officers 


On the report of the Nominating 
Committee, J. A. Van Nattan, Spring- 
field, chairman, the following officers 
were elected: President, Joshua Clar- 
idge, Chicago; vice-president, F. W. 
Swannell, Kankakee; J. W. Thrasher, 
Macomb, and C. J. Shaw, Joliet, are 
the new members of the board of di- 
rectors. 

President Gilbert expressed his 
gratitude to the members and exhibi- 
tors for their cooperation, thanked the 
dealer speakers for their part in the 
program, and praised State officers, 
Nish, Mulliken and Wallace, for their 
services in behalf of the association. 
The convention then adjourned. 
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AMERICAN HarpwAreE MANUFACTURERS’ ASSOCIATION and 
SOUTHERN HARDWARE JopBers’ AsSOCIATION JOINT CON- 
VENTION, Edgewater Park, Miss., April 22, 23, 24, 25, 1929. 
Headquarters Edgewater Gulf Hotel. Chas. F. Rockwell, 
secretary-treasurer, American Hardware Manufacturers’ 
Association, 342 Madison Ave., New York City. John Don- 
nan, secretary-treasurer, Southern Hardware Jobbers’ As- 
sociation, Richmond, Va. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Marion, Little Rock, some time in May, 1929. L. P. 
Biggs, secretary, 815-816 Southern Trust Building, Little 
Rock. 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Blowing Rock, N. C., June 11, 12, 13, 1929. Headquarters, 
Mayview Manor. Arthur R. Craig, secretary-treasurer, 
Charlotte, N. C. 


LouIsIANA RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Mansfield, June 17, 18, 19, 1929. Guy 
Nason, secretary, Starkville, Miss. 





Mississipp! RetAiL HARDWARE AND IMPLEMENT AsSO- 
CIATION CoNVENTION, Gulfport, June 10, 11, 12, 1929. Guy 
Nason, secretary, Starkville. 

NATIONAL RetTAIL HaArpWARE ASSOCIATION CONGRESS, 
Oklahoma City, Okla., June 24, 25, 26, 27, 28, 1929. H. P. 
Sheets, managing director, 915-935 Meyer-Kiser Bank 
Bldg., Indianapolis. 

Oxtp GuARD SOUTHERN HARDWARE SALESMEN’S ASSOCIA- 
TION, Edgewater Park, Biloxi, Miss., April 23. Head- 
quarters Edgewater Gulf Hotel. R. P. Boyd, secretary- 
treasurer, Box 19, R. F. D. No. 4, Knoxville, Tenn. 

PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
Convention, Amarillo, Tex., April 8, 9, 10, 1929. Head- 
quarters, Amarillo Hotel. C. L. Thompson, secretary, 
Canyon, Tex. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION, composed of Alabama, Florida, Georgia and 
Tennessee, Convention and Exhibition in Atlanta, Ga., May 
14, 15 and 16, 1929. Walter Harlan, secretary-treasurer, 
701 Grand Theater Building, Atlanta, Ga. 
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Des Moines Host to lowa Dealers 
for Thirty-first Annual Meeting 


HE 3lst annual convention of 
the Iowa Retail Hardware As- 
sociation was held in Des Moines 
on Feb, 12, 13, 14 and 15, with the con- 
vention and headquarters at the Hotel 





ALBERT BOJENS 


Re-elected President 











Savery. The very complete hardware 
exhibition was arranged in the Des 
Moines Coliseum, where booths filled 
with hardware and kindred merchan- 
dise attracted the dealers throughout 
the four-day annual meeting. 

This year’s meeting was called to 
order by President Albert Bojens, At- 
lantic, following a complimentary 
breakfast for members and guests. A. 
R. Sale, secretary, called the roll of 
members and at its conclusion, the 
president read his annual report. In 
part it was as follows: ‘“Today there is 
hardly a store or a shop, whether chain 
or independent, that does not handle 
some items of hardware. The indepen- 
dent merchant has been doomed by new 
forms of competition a half a dozen 
times in the past 25 years, and so far, 
he still lives on. At this particular 
time, it is the chain store and whether 
the retail dealer stays in the game or 
not will depend on how well he pre- 
pares himself for this new form of 
competition, which he is called on to 
face at every hand.” The president re- 
viewed the work of the association dur- 
ing the past months, and told the 
members of the plans made at the 
N. R. H. A. Congress in Boston. He 
asked for continued cooperation for the 
benefit of the trade. 





L. C. Abbott then presented Mr. Bo- 
jens with a wrist watch on behalf of 
the organization. 

Arthur C. Lamson of Marlborough, 
Mass., president of the N. R. H. A, 
was then introduced to the convention. 
Speaking on the theme, “Buying for 
Profit,” he said in part: “This business 
of buying for profit involves four fun- 
damentals. They are, buying the right 
merchandise, in the right quantities, at 
the right time and at the right place. 
Without the guidance of such rules we 
may think we are buying for profit 
when we are really buying to satisfy 





L. E. LEWIS 


Director—2nd_ District 
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the selling appeals of salesmen or buy- 
ing in accordance with fixed habits and 
traditions. 

“Demand is constantly changing, be- 
cause living habits and other factors 
affecting buying are changing. How 
can we buy for profit unless these 
changes are carefully watched and we 
are governed by them?” 

Mr. Lamson advised visiting other 
stores to see what and how they were 
selling, also to consult with suppliers in 
regard to purchases. He told how job- 
bers were planning to further help re- 
tailers and how retailers could aid the 
wholesale dealers. He emphasized the 
need of being a wide awake merchant 
in these days of keen competition. 

The meeting was then turned over 
to C, A. Knutson, Clear Lake, chair- 
man of the floor committee. He intro- 
duced George H. Minier of Burling- 
ton. In his address on “Merchandise 





Selection,” Mr. Minier advised the add- 
ing of new merchandise when a suffi- 
cient demand seemed to make itself 
known, and advocated the need of 
using improved methods of display and 





A. R. SALE 
Secretary-Treasurer 











advertising. 

E, A. Hansen discussed “Competi- 
tive Offerings,” saying that quality and 
price must be considered in selecting 
competitive offerings. He said that 
personal contacts were very necessary. 

C. S. Harper, president of Harper & 
McIntire Co., Cedar Rapids, then dis- 
cussed at length some aspects of the 
hardware industry. O. E. Klingman, 
Des Moines, summarized the session, 
saying that buying control was one of 
the most important factors in retailing. 
The Wednesday morning session was 
called to order by President Bojens at 
9 o'clock. He introduced the first 
speaker on the program, Glendon Hack- 
ney, assistant editor of Hardware Re- 
tailer, who spoke on “Operating for 
Profit.” Following his talk, the meeting 
was turned over to the floor committee, 
with W. F. Mueller of Fort Dodge, 
speaking on “Narrowing Margins.” He 
said that in many cases the overhead of 
the stores was too high, and it would 
have to be reduced if the store was to 
succeed. Increased margin was dis- 
cussed by this speaker, who also ad- 
vocated the replacing of slow moving 
and unprofitable stock with that which 
is profitable and quick turning. 

“Team Work with Suppliers” was 
the topic assigned to R. J. Leth. 
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Speaking on this subject, he said that 
the average hardware store competition 
was not with a chain store or a public 
utility, but with other dealers who were 
better merchandisers and more wide 
awake merchants. He suggested that 
jobbers could help dealers with better 
prices on some merchandise. 

“Merchandising Movement” was the 
topic discussed by H. W. Thoreson, 
Mason City. In the course of his talk 
he said, “I wonder if we really know 
the losses in our stores which are due to 
lack of stock moving? Too often the 
dealer’s stock is unbalanced and a new 
inventory should be taken. He advo- 
cated department control and unit con- 
trol of stock, saying that these methods 
would help the dealer. 


“Plan Ahead for Efficiency” 


J. L. Hanssen of Davenport, talked 
at some length on “Plan Ahead for Effi- 
ciency.” In his talk he said in part: 
“An efficient owner or general manager 
of a store should directly or indirectly 
analyze his various problems, plan the 
operation, organize the work, handle his 
employees and conserve and care for 
the business. 

“Organization will not take the place 
of system or administration. All three 
must work together. You can kill the 
finest kind of organization and the 
finest kind of a system by improper 
administration.” 

He urged the members to study and 
adapt their stores to the various trends 
of business; to plan ahead for future 
needs, to train their salesmen, to dis- 
play goods efficiently and to improve 
their organizations in every department 
and particular. This instructive and 
inspirational talk was followed by a dis- 
cussion of “Salesmanship Training” by 
Irwin Chapman of Lu Verne. Frank 
Currie of Mason City, was introduced 
and spoke briefly on “Plan Deliveries.” 
He told how the three hardware stores 
in his city had cooperated to the ex- 
tent that merchandise bought in the 
forenoon was delivered in the after- 
noon, and goods purchased in the after- 
noon were delivered the next morning. 
A Rapid Delivery Service was said to 
take care of special “rush” purchases. 

W. H. Stepanek of Cedar Rapids, 
was the last member-speaker at this 
session. He talked on the need of 
adopting a definite credit policy. Strict 
enforcement of a policy was said to be 
needed. “The prudent dealer,” said the 
speaker, “adjusts his way to the public 
desire, instead of trying to change it, 
and the best merchandisers are hand- 
ling their installent selling program 
conservatively.” 

George W. Huntley, president of the 
Cutler Hardware Co., was then intro- 
duced, and gave a most practical and 








interesting address. The summarizing 
address of the session was delivered 
by O. E. Klingman of Des Moines. He 
touched the high spots of each dealers’ 
talk and advised the dealers to take 
notes of that which was discussed, so 
they could put into practice in their 
stores the helpful suggestions and ideas 
offered. The convention then ad- 
journed so the members could attend 
the exhibition. 


Arthur C. Lamson Speaks 


The Thursday morning session heard 
as the first speaker Arthur C. Lamson, 
president N. R. H. A., who is talking 
on “Planning for Profit,” said—The 
aggressive hardware dealer of today 
realizes that he can not conduct his 
business in a hit and miss fashion and 
entertain any reasonable hope for suc- 
cess. The best merchants in our line 
and those in other lines that are en- 
croaching on the hardware field are 
following carefully tested plans. Our 
ability to cope with them must be 
measured to a large extent by our abil- 
ity to plan as well or better.” 

Mr. Lamson suggested that the mem- 
bers visualize their stores as compared 
with their competitors’, and decide if 
the customer’s reaction would be favor- 
able to themselves. ‘Devote more time 
to the larger activities of your business, 
planning for sales, study the methods 
of more successful dealers and assign 
your minor responsibilities to em- 
ployees,” concluded Mr. Lamson. 

R. H. Roberts, manager of the ser- 
vice bureau of Hibbard, Spencer, Bart- 
lett & Co., Chicago, was next intro- 
duced to the convention. Choosing as 
his topic, “Science in Modern Busi- 
ness,” he said, “I think your officers are 
doing the biggest thing they have ever 
done when they brought the jobbers into 
your convention. We should work in 
more harmony, and it is by this type 
of meeting, when we can hear your 
problems and offer our own, that we 
will secure that cooperation desired. “He 
explained the objects of the chain job- 
ber and told how a successful chain of 
retail drug stores had been organized. 
Mr. Roberts concluded his lecture with 
an instructive motion picture that 
showed dealers some of the fine points 
of modern merchandising. 


Klingman Summarizes Session 


The summarizing address of the ses- 
sion was delivered by O. E. Klingman 
of Des Moines, after which the ses- 
sion was adjourned. 

The final session had as its theme 
“Controlling for Profit.” The first 
speaker of the session was E. E. Bren- 
ner of Marshalltown, who spoke briefly 
on “Competitive Merchandising and 
Display.” In his address he said in 


part, “Previous to 1920 the brains of 
the business world were concentrated 
upon perfecting the mechanism of mass 
production. Today the problem is no 
longer how to produce, but how to mar- 
ket efficiently and profitably what can 
be produced.” 

C. A. Knutson of Clear Lake, in the 
absence of Harry Avery, Knoxville, 
read the latter’s paper on “Public 
Utility Competition.” It stressed the 
need of having the utilities merchan- 
dise along sound lines and told of un- 
fair methods practiced in his territory. 
He pleaded for a code of strict business 
ethics in selling electrical appliances, 
as well as in selling other merchandise. 

Mr. Knutson then spoke briefly on 
the advisability of group buying. He 
was followed by Mr. Thoreson of Ma- 
son City, the association’s field man, 
who discussed “Business Control Sys- 
tems.” In the course of his talk he 
urged the members to use some form 
of business control record, saying that 
the association would render every as- 
sistance to those dealers who would 
start such a system. 


Sale Discusses Henry Brown 


A. R. Sale, secretary of the associa- 
tion, was asked to say a few words re- 
garding “Henry Brown, the Man.” In 
part, Secretary Sale said: “He is the 
final factor in the puzzling equation of 
production and distribution of those ar- 
ticles of everyday life usually called 
hardware. He is known everywhere as 
the purveyor of these implements and 
is known as the lineal descendant of 
the ancient fellow who made and sold 
stone hatchets and hammers.” 

Continuing, the speaker related some 
of the problems confronting Henry 
Brown and told of his character, his 
honesty, his knowledge of his business 
and how he is striving to better him- 
self. He concluded by saying that if 
Henry would abide by some of the 
plans and practices adopted by his as- 
sociation, if he would make an earnest 
effort to polish some of the rough spots 
in his make-up, he would stand as ever, 
a conspicuous feature in the commun- 
ity group of valuable and appreciated 
service men.” 

The report of committees was then 
called for, and the resolution commit- 
tee’s report was followed by the nom- 
inating committee’s report. Albert Bo- 
jens was reelected to the presidency for 
1929. H. M. Thomas of Creston, was 
elected first vice-president, and L. E. 
Lewis of West Liberty, was made a 
director of the second district. A. R. 
Sale remains as secretary-treasurer. Fol- 





lowing the election and introduction of 
| officers, the convention was adjourned. 
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“My Life’—by Isadora Duncan 


(Continued from page 37) 


There was a large dancing salon, the walls of which were 
draped in solid dark blue velvet. Everywhere throughout 
the building were ancient Greek lamps and marble benches 
and seats. Mme. D’Este met us and showed us all over the 
building. We even saw the room mentioned in “My Life” 
that was decorated according to the design of Poiret, the 
great French dressmaker. This room was in solid black, 
and, if I remember correctly, was entirely without a window 
or any outside opening. I do not know how it was 
ventilated. 

I might write quite a long article about this building 
alone, but Mme. D'Este hurried us down to the lawn on 
the other side of the house, facing Paris. There were a 
series of broad terraces, one below the other, and on the 
lower slopes of these terraces were many beautiful trees. 
In fact, the entire effect was that of a forest. Between 
trees, here and there, were screens of undergrowth and 
various plants. 

Isadora left a group of friends and came to meet us on 
the upper terrace. It was a beautiful sunshiny afternoon. 
It must have been in the early spring, because the trees 
and the grass and the flowers all seemed to be at their 
best. In these beautiful surroundings, Isadora herself was 
a most striking figure. She seemed to be quite a tall 
woman. She was dressed in the simple Greek costume, 
such as we have seen in many of the Greek statues, a 
tunic thrown over her shoulder and a dress made along 
perfectly straight lines. Her feet were bare, and she wore 
sandals. Her hair was short. This was long before the 
time of bobbed hair, and it was held in place by a silk 
ribbon, turban effect, wrapped around her head and fore- 
head. 

Isadora presented us to Melba and to many other artists. 
We found seats on one of the antique marble benches 
covered with cushions, and naturally we were very much 
interested in our surroundings. Suddenly from a distance 
came the faint notes of a reed or flute. It was almost like 
a bird singing in the woods. These notes finally blended 
into a dancing movement or rhythm. Instead of one flute. 
there were many flutes. 

This, I was told, was ancient Greek music that had come 
down to modern times through the Greek Orthodox 
Church. It seems that when the old gods passed away, 
the music of the people was adopted by the early church, 
and that many of these pagan dance movements and melo- 
dies were incorporated into the church ritual, and from 
this Greek church music we now have the old original 
Greek dancing music. 

As I was listening to the music and this description of 
its source, suddenly through the woods came a running, 
dancing group of boys and girls. They were bare headed, 
bare footed, bare armed and bare legged. They were 
dressed in filmy robes. They danced to and fro on the 
lawn between the trees. And there was Evelyn. It was 
one of the most beautiful sights I have ever seen. The 
figures of the children (they did not seem to be more than 
children) would flash in and out the shadows and into the 
bright spots of sunlight. This dance, Isadora told us, 
was her dance of spring. It was a dance composed by her 
in Florence, inspired by the painting of Botticelli, where 


all nature had come to life after the long sleep of winter. 

So one dance followed another, and every dance was sym- 
bolic. Naturally one felt that modern times had rolled 
away, and that we were back in the old days of the ancient 
pagans. 

As the shadows of twilight came on, the large body of 
dancers disappeared. Only a few lingered, dancing alone. 
The music faded away and finally all was silent. Then, 
without any applause, the guests bid Isadora farewell, and 
we took our departure for Paris. That avas the last time 
that I ever saw this most remarkable woman. 

A friend of mine, a young singer, met her in Moscow 
and told me about her disillusionment with Russia and the 
Communists. She returned to Paris and was riding in an 
automobile with Mme. D’Este near Nice, when a long 
scarf she wore flew out in the breeze, became entangled in 
the wheel of the automobile and before she could be 
rescued, she was literally choked to death. So this was the 
tragic end of Isadora. 

A year before I met her, her two beautiful children, a 
boy and girl, were drowned in the Seine. They were driv- 
ing along the river in a closed car, when the driver lost 
control of the automobile and it plunged off the road into 
the river. Both children were drowned before they could 
be taken from the car. 

So here I sat and read “My Life.” What a life full 
of contrasts it was. Luxury and poverty. From the heights 
to the depths. How Isadora enjoyed living! What a pagan 
she was! There was the compensation of great happiness 
by great suffering. This book should not be read by the 
young. No one could be more frank than Isadora is in 
outlining many of her personal experiences. She tells things 
just as they happened. The story from beginning to end 
is more of a confession than it is an autobiography, but in 
spite of all her weaknesses, one cannot help but admire her 
great spirit. There is no doubt that she was a genius and 
a great artist. Genius is not subject to conventional rules 
and regulations. 

Somehow as I thought of Isadora, it reminded me of an 
illustration I once used to convey my idea of art. Art, of 
course, is beauty. To my mind one of the most beautiful 
things in the world is a perfect pearl. Who can look at 
the reflecting lights in the skin of a perfect pearl without 
being moved by its beauty? But when one stops to think, 
the beauty of a pearl is the result of a disease. A grain 
of sand finds its way into the shell of an oyster. This 
sand irritates the oyster, then, to protect itself, the oyster 
covers the object of irritation with layer after layer of a 
secretion, and this secretion forms the beautiful pearl. 

So, it seems to me, almost every artist I have ever met 
combines a peculiar and unusual beauty with something at 
the same time that is unnatural and abnormal. It was so 
with Isadora Duncan. One cannot read her life without 
appreciating her aspirations, the flights of her imagination, 
her ideal to found a great new art, or rather to resurrect an 
ancient art. At the same time, very much of her life was 
sordid and abnormal. As you lay down the book, as you 
think of that sunlit afternoon at Bellevue, as you think of 
all of her sufferings, you cannot help but whisper, “poor 
Isadora.” 














HARDWARE AGE for FEBRUARY 28, 1929 





EVERYBODY’S BUSINESS 


By FLOYD W. PARSONS 


Yesterday and Today 


HE story of life is one filled 

with miscalculations and _ per- 

petual surprises. This has re- 
sulted largely from our failure to 
recognize the human factors that 
overturn predictions. Years ago a 
fellow named Malthus gave close 
study to the sudden rise in population 
and deduced the law that, while pop- 
ulation increases geometrically, the 
food supply increases arithmetically. 
He therefore announced that the 
world was headed for starvation un- 
less population could be checked. But 
notwithstanding the mathematical 
soundness of his logic, time has 
proved that Malthus was wrong. He 
had failed to foresee the effects of 
science. 

Niagara Falls has been a stupend- 
ous spectacle since the beginning of 
human history. The roaring waters 
were eating their way upstream when 
Daniel read the doom of Belshazzar 
from the legend written on the wall; 
when a miserable change in world 
climate cast Europe into the Dark 
Ages and made the outlook for civilization seem hope- 
less; and when the rulers of Rome became intoxicated 
with power and regarded the earth as their own. 

But the rushing Niagara served no useful purpose 
until in 1757 when a French fur trader dug a ditch to 
get power to run a little sawmill. A generation passed 
before there was any further attempt to tap this great 
source of energy. Finally the first hydraulic canal was 
begun and financial disaster pursued the project. Per- 
sonal fortunes were poured into the ditch. At the end 
of 27 years the canal properties were sold at public 
auction. Contrast that time with the present day when 
Niagara is illuminated by great scintillators, each pro- 
jecting 55,000,000 candlepower, and when the water of 
the Falls is generating 50 per cent of all the electricity 
sold in the Empire State. It would take 35 Muscle 
Shoals to equal Niagara in power potentialities. 

Most. innovations have been slow to take hold. A little 
more than a century ago, no one saw much of importance 
in the discovery of oxygen or the invention of decimal 
fractions. The setting forth of the molecular theory 
seemed far more useless to the average layman than does 
the Einstein theory today. People laughed at James 
Watt’s steam engine, Whitney’s cotton gin, and Har- 
greaves’ spinning jenny. Vincent Lunardi was scoffed 
at as an imposter and dreamer when he made his first 
air voyage over England in a ballon equipped with wings 
and oars. 

In 1831, Joseph Henry gave us the first electro-mag- 
netic telegraph, and important as was that invention, it 
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When Michael Faraday Washed Chemical Apparatus for Sir Humphrey Davy 


remained practically hidden until Morse performed his 
experiments years later. Manufactured gas was dem- 
onstrated as suitable for lighting quite a long time before 
the first gas company was organized in America. Al- 
though gas stoves came into use for cooking in 1850, 
they remained hardly more than a curiosity for 29 years 
until the electric light came along and forced the gas 
companies to consider the possibilities of their own prod- 
uct for heating rather than lighting. 

Even after the turn of the present century, our great- 
est leaders of industry were still, unable to correctly vis- 
ualize the immediate future. The name of E. H. Har- 
riman was one to conjure with in the transportation 
world, and yet in 1907 he expressed the opinion that 
railroad locomotives had about reached their limit in size 
and drawing power “under existing conditions,’ and 
suggested that the carriers might have to widen their 
track gage to six feet in order to continue the increase 
in train loads. Then the largest locomotive weighed 
500,000 pounds, including tender, coal and water. Now 
many roads are using locomotives that weigh more than 
1,000,000 pounds. 

Let us look back for a moment to the year 1905 when 
the weather for the entire season was ideal for the grow- 
ing of wheat. The people of our Northwest were elated 
over the prospect of cashing in on the greatest crop ever 
produced. But when the fall came, the nation’s railroad 
service broke down, grain elevators were filled, and the 
overflow of wheat was poured into huge mounds, cov- 

(Continued on page 79) 
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Copy and Layout Affect Reader Interest and 
Attention Value of Ads—Space and Mer- 
chandising Affect Selling Powers. 


elements. Each one of the elements has a definite 
effect on the sales building power of the adver- 
tisement. Many hardware merchants study the four 
elements carefully, others pay attention to one or more 
points and neglect the others. The writer of these 
articles studies all four points every day and for stores 


om complete advertisement is made up of four 


Our Christmas Gift 
to YOU .. a saving 
of $31.05.. Act NOW 








Special Offer ; 


The factory has alloted us THREE MONARCH 
RANGES (the best range ever built) at a special 
price fot our employees’ use . . . . and as none of 


ONLY 3 AT THIS PRICE 


You'll have te ACT AT ONCE if you want one ature control, we have 
of these rdnges at $99.95. They have full auto- ® $151 model to go for 
matic oven regulator, aluminum oven, three sur- 

temperature control. They regularly sell at $131.00. 


Electric Waffle Irons 


...a real Christmas Gift! 


If you prefer automatic 
time as well as temper- 





This Iron Regularly 
Sells for $10.00 


A special buy enables us to offer you this beauti- 
ful Waffle Iron with all aluminum units, heavy 
nickled stand, silk cord and colored handles. A 

guaranteed iron that will give many years of sat- | 
lfaction Supply limited . . . . make selections 








Genuine Pyrex 
Pie Plates, Frames $1.50 


Pyrex Pie Plates in handsome nickeléd 
frames. . . very attractive and service- 
able. They make execllent Christinas 
gifts, 


Pie Plates, Frames $1.25 | , DINNER SETS. 


Green oven beke glass pie plates in new patterns at prices you can 
nickled frames. A wonderful value afford, Come and see them. 
at $1.25. 32 piece sets range from $4.85 


° —————@ 


e — up. 


Green Stem 


We have a very nice 32 piece 
hand painted tea set selling at 
$3.50. 


DESTO 
DWARE ¢ 


HOME OF THE MONARCH ELECTRIC RANGE 
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of al! sizes and kinds in every type of town and city. 
This study is done in connection with actual sales results 
and their relation to how the merchants manage their 
newspaper advertising. So what is written here about 
the four elements—(1) copy, (2) layout, (3) merchan- 
dising, and (4) space, is based on facts, not theories or 
suppositions. 

Copy and layout are what give the ad reader-interest 
and attention power. Layout catches the eye, together 
with type display which is a part of layout. An ad 
must be noticed before it can be read. Copy holds the 
reader’s interest by the information it gives; descrip- 
tions, prices, 
values and so on. vance 





your ad power “The Hardware Store On The Square.” 





h a 
and layout give Snee & Sunday Co. 


to attract the 


customer. 

But copy and 
layout alone do 
not make an ad 
complete. The 
ad must have 
selling power, 
the power that 
makes people act 
on what is sug- 
gested in copy 
and, by the lay- 
out. So two 
other elements 
must be con- 
sidered — space 
and merchandis- 
ing. Space—the 
amount of space 
—gives the ad 
size and shape. 
Merchandising, 
that is the selec- 
tion of items 
that go into the 
ad, gives it 
meaning or in- 
terest for the 
customer because 
goods (items of 
merchandise ) 
are what people 
buy. And they 











SAVORY 
ASH CANS 


from Blatk Sheet | ' 


up 
aod on and Hot Galvanized Body 
Corrugated and reinforced 
with — Heavy Top Wire 
vy drop handles. 24- 
pans poet: Bm 


un $28 om 





WEATHER STRIPS 











x 


PATENT: 


Save 
Fuel—Keep 
Out Snow = Rain 
Prevent tle 








Prairie Window Ventilator 


construction ... +. 
justable shutters .. | 
adjustable width. 

deal for prope) 
ventilation durin: 
all weather condi 
tions ... in all sea 
sons. 





Phone 











SIX—ONE—SEVEN—ONE 
222-224 Adams “Ave., Scranton 


buy them to | 
supply definite ~ 
needs. (SSO 
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the above four points. 


ment, they appear in this order; 


layout and copy. 


Skillful Display 


An add of the Snee & Sunday Co., two columns wide 
and nine inches deep is a good example of sensible space 
and compact display. A little more white space would 
have helped the attention val is B ” . 

‘nbnth a rte ‘daiaeds 7 = nates and ine be values.” Good line; but about four more values would 
eagles, Cee ene oe PS EP hae improved response to this ad. The selection is 


and one with no price are featured. 


would increase the drawing power quite a little. ware. Layout fits the space. 
Selection of items (merchandising) is timely and the Copy is too brief despite the fact that it tells the story 


combination is good—ash cans, floor enamel, 
stripping and shutters. 

Layout is compact rather than strag- 
Copy while 


gling, an excellent point. 
brief gives clear descriptions. 


Catches the Eye 


The Modesto Hardware Co., ad is laid 
out and displayed to catch the eye. 
is due to good use of type and to well 
balanced section areas. 
lence helps the ad attract attentions on 


the newspaper page. 


There are seven priced items, including 
cooking plates, 
In view of 


ranges, waffle irons, 


Physical excel- 


dinner sets and glassware. 


the big-unit item, ranges at $99.95 this 
ad should have carried at least fourteen 
items. This would have given wider 
variety and an increase of selling-power 
to the ad. The layout is 100 per cent, giv- 


a 


space, 


This 





CLEANING OUT ENTIRE STOCK 
BLUE ENAMEL WARE 














COFFEE POT Each CONVEX 
Piece KETTLE 
Below 
Cost 
See 
Our 
oe. one of t these for 
ind Y Iways need a con- 
the fow chins 10 Wi vex kettle. Any vine 
For 
in These DOUBLE 
LIPPE. 
ee Truly BOILER 
Real 
> eas 
.__ Is 
gg ag Fay Anns 5 cake pans Piping hot rollec oats 
em Only $oe Ww fa 
MANY OTHER VALUES 


BROWNSVILLE HARDWARE CO. 


| Phos ass The “Winchester” Store 


Bridge & Water Streets 








Now some comments on current ads on the basis ot 
Notice the points in each com- Copy i is informative and clear. The $99.95 item would 
merchandising, have sold better if placed where the walle item is or 


Three more items good so far as it goes—special values in blue enamel 












































ing every item a fair show of space and plenty of display. 






at the hottom. 






Balanced Layout 


The Brownsville Hardware Co. does one thing mighty 
well. It displays the four items so everyone can see 
them. Cuts and white space help out and balanced dis- 
play finishes the job. A line below says “Many other 











weather (Continued on page 80) 
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You Will Find It To Your Own Convenience In the Matter of 
Store Service To Do Your Shopping Now Rather Than 
In The Final Rush 


Nelson Hardware Co. : 


“THE HOUSEHOLD UTENSIL STORE” 

























Practical Gifts for 
Youngsters 










Bring in your youngster amd no- 
tice how longingly he will look 
at things. And the nice part of 
it is he will look at inexpensive 
things and non-perishable things. 


Tod} Kits 
Tricycles 




















Fish Rod Sleds 

ELECTRICAL GIFTS 
Exegilent for gifts. Finest, guaranteed Electrical 
home needs. Toasters, Irons, Percolators and other 
Electrical items that make for happier hours in the 






Glider Sleds NELSON HARDWARE CO." 




















kitchen. 
Perens” $4.39 icewmener 911.95 





New Pushmatic Toaster, Table stove egg poacher, 
bread knife and grill and toast- $8 
board free .... ° er combined .. ° 










NELSON HARDWARE CO. 








Mail Orders 


All mail orders accompanied 


GLASS. New this Week | | ju mat wry songs 


Colorful, brilliant, dazzling glassware and stemware. tory deposit will be promptly wi 
Colors, styles and designs that are the very newest. shipper. Goods guaranteed as 








lor yw i 









































All manner of useful and artistic pieces. Among the represented, = 
newer pieces are consgle sets in both satin finished 
glass together with many new etched pieces. The 
prices are surprisingly low on the entire glass line in- Pyrex Casseroles 
cluding the beautiful Tiffin Quality ware. 
6 TIFFIN QUALITY GOBLETS OR SHERBETS With Frames = 
Sugars and Creamers Dresser Sets 
Tinted Glass Colored Glass 
"Waffle Sets Candy Dishes $1.49 to $7.50 
Cups and Saucers Vases and Trays 2 
a PYREX ovenware is always 
NELSON HARDWARE CO. prized by any housewife. / It BIRD CAGES 






so many uses and above 


’ all getp foods to the table piping & STANDS 
hot. The frames come either in 
“ colors or in heavy nickel plate $5.85 to $12.50 
on a copper base. The finest 
made. These represent the great- 
cages and 


‘Nelson Hardware Co. arnt er i 


for cleanliness. For the 
“THE HOUSEHOLD UTENSIL STORE” - topo pea atgae Blas 
6 N. Main We Deliver Phone 2410 eee 
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Pennsylvania and Atlantic Seaboard Met in Philadelphia 


time factor. We should plan to spend 
our time as we do our money. 

“Dealers,” said the speaker, “cannot 
apply average cost and average mark- 
up to all goods. He should apply the 
time cost and the effort cost to all 
items. The time figured on the time 
goods remain in stock and the effort 
cost is the cost of selling. It costs 
about 2% per cent of the selling cost 
for every month goods stay on the 
shelves.” He used charts to explain 
his talk, which was practical and in- 
structive. 

The last session of the convention 
was called to order on Friday morning 
by President Brown. He introduced 
as the speaker of the session Horace 
S. Felton, vice-president of Felton- 
Sibley & Co., Inc., Philadelphia, who 
talked briefly on “Making More Paint 
Sales in the Hardware Store.” He 
told of the work recently undertaken 
to make a survey of the methods used 
to sell paint, telling of the first plans, 
the calls made on retail dealers and the 
results up to date. “On the technical 
knowledge of paints and painting dis- 
played,” said Mr. Felton, “the average 
was about 71 per cent. Knowledge of 
decorating schemes was only 58 per 
cent; skill in estimating quantities was 
70 per cent, and building a sales desire 
for recommended paint, 61 per cent. 
The skill in closing sales was only 46 
per cent.’ 

Mr. Felton stated that if the average 
retail salesman would make an honest 





(Continued from page 44) 


effort to increase the number of cus- 
tomers, his sales would show a remark- 
able increase. He told of the coop- 
eration available on the part of manu- 
facturers and jobbers, and urged re- 
tailers to take advantage of advertis- 
ing and display material. A _ lively 
discussion from the floor followed Mr. 
Felton’s talk. 

Reports of committees were then 
called for. Among the resolutions 
passed was one opposing any policy 
which would tend to the destruction of 
the independent retailer by unjust prac- 
tices and unfair competition; approv- 
ing the combining of Armistice and 
Thanksgiving Days; favoring the re- 
peal of the Anthracite Tonnage Tax 
Bill; thanking the guest speakers, the 
daily and trade press and other similar 
resolutions. 

The nominating committee brought 
in the following report, which was 
approved and all elected: President, 
Frank A. Hegner, Sewickley, Pa.; first 
vice-president, W. H. Blanning, Ly- 
kens, Pa.; second vice-president, Wil- 
liam McK. Reber, Bloomsburg, Pa.; 
third vice-president, H. S. Newcomer, 
Mount Joy, Pa., and fourth vice-presi- 
dent, I. E. Paul, Washington, Pa. New 
members of the executive committee 
are, for three years, H. W. Sheeler, 
Red Lion, Pa.; for one year, C. D. 
Rudolph, Baltimore, Md. 

Following the election and installa- 
tion of officers, the convention was 
adjourned. The exhibition in the Com- 





mercial Museum was of great edu- 
cational value. Many manufacturers 
from all parts of the country were rep- 
resented, and the booths were artisti- 
cally decorated. A general spirit of 
optimism was reflected in the heavy 
buying on the floor of the exhibition 
hall during the afternoons when ses- 
sions were not being held. 

The entertainment at this twenty- 
eighth annual meeting was of the usual 
high order. There were gifts for the 
ladies on Tuesday and a matinee thea- 
ter party for them on Wednesday af- 
ternoon, In the evening the annual 
banquet dance and frolic was _ held. 
Llew S. Soule, editor of HarpWarE 
AGE, was the toastmaster at the ban- 
quet, which was held in the ballroom 
of the Benjamin Franklin Hotel. Sir 
Frederick McGill of London, England, 
was one of the speakers at the ban- 
quet. A sumptuous dinner was served 
and was followed by high class enter- 
tainment. On Thursday afternoon 
there was a luncheon and card party 
for the ladies, and in the evening the 
annual PASHA Ball was well at- 
tended. On Friday evening the past 
officers of the association held their 
annual banquet in the Betsy Ross Room 
of the Benjamin Eranklin Hotel. 

The entire convention reflected the 
excellent work of Secretary-Treasurer 
Sharon E. Jones, and Assistant Sec- 
retary W. Glenn Pearce, who managed 
the exhibition. 





Selling More Paint in the Hardware Store 


(Continued from ,bage 29) 


Please bear in mind, however, that the investigators are 
well trained, have done the same work many times for 
other lines, and they had uniform instructions. It would 
seem, then, that these ratings are as accurate as any ratings. 
Also bear in mind that these ratings cover all types of stores 
selling paints and varnishes, including exclusive paint stores, 
hardware stores, department stores and chain stores. I will 
give first the rating on the establishments themselves—then 
check them up with your own—think what your own rating 
might be. 

On the desirability of location and neighborhood, cén- 
sidering the size and type of establishment, the average 
rating was 83 per cent. That is good. On the appearance 
of paint on the outside of the building, it was 79 per cent. 
Not bad. On the attention value of window display, it 
was 63 per cent. That is poor. On the general appearance 
inside it was 75 per cent. On the display, on the order- 
liness and attention-getting value of the paint display, it 
was 61 per cent, and of course that is poor. The general 
average of estimates was 74. (Note—These figures were 
reviewed in HArpware AGE, Jan. 24, page 54.) 

You will draw from this an interesting conclusion I am 
sure, and that is this. Although hardware stores had good 


neighborhoods in general—good locations—paid good rent 
therefor, and because of the unattractiveness of windows 
and the other attractiveness of the displays inside the store, 
they did not capitalize on the amount of rent that they were 
paying—they weren’t taking full advantage of it. 

As to the ratings of the salesmen encountered. Remember 
these men were all selling paint and varnish. General ap- 
pearance and manner of speaking, 64 per cent. Poor. Skill 
in asking questions to secure needed information, 58 per 
cent. That was particularly poor, If there is any one field 
in which the salesman should ask intelligent questions at 
the time of sale, it is in the paint and varnish field. The 
average retail buyer of paint and varnish does not have 
clearly defined ideas of the proper use of each product pur- 
chased, and if the information is not tendered at the time 
of sale, the buyer loses confidence in both the product and 
the store from whom purchased. Skill in making helpful 
suggestions was 56 per cent. 

It should be noted here that every opportunity was given 
by the shoppers to lead the clerk on to making these sug- 
gestions, but in most cases the clerk did not take the initia- 
tive. On the technical knowledge of paints and painting 

(Continued on page 62) 
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Connecticut Convention Studies Profit Building 


are no better today as very few have 
changed adequately with changing 
habits. The competition most feared 
today has been built entirely on the 
inefficiency of the various types of 
old type dealers.” Mr. Gallaher said 
chains have taken items of small price 
and long margin and featured them in 
a self service way and that the public 
should never have been subjected to 
the inefficiency which encouraged chain 
stores to form and develop. 

Other highlights of his talk were: 
chain stores have taught us better mer- 
chandising and made us appreciate more 
the value of lighting and cleanliness 
and the profits from good window 
displays; they have taught us that price 
is not the prime factor and made us 
realize that certain lines cannot give 
sufficient margin to permit selling ef- 
fort and that many other lines must 
be sold. He estimated that approxi- 
mately 150 items could sell themselves 
completely if displays allowed them to 
do so and that such practice would per- 
mit a profit even with a lowered selling 
price on these items. 

“Don’t try to imitate chains on cheap 
items—do what they can’t do. Give ser- 
vice needed on service items which re- 
quire the knowledge and training which 
are part of the hardware man’s assets,” 
he said. 

Then came another short recess fol- 
lowed by the annual Dutch Treat sup- 
per and then the active question box 
session which is always a feature of the 
Connecticut conventions. The opening 
talk after supper was a study of char- 
acter analysis based on the physical 
structure of faces, heads and bodies, 
given by F. R. Benjamin. 

The speaker sketched on a blackboard 
the principles involved in the study of 
facial characteristics and gave pointers 
to assist dealers in handling sales pros- 
pects, whose characteristics at a glance 
suggested the proper approach. 

The question box was handled by 


A group of hardware 
men at the recent Okla- 
homa City convention. 
Left :; #. @. 
B. M. Hibbard, 
Otho Mooney, E. 0. 
Flood, R. 8. ee 
Lamson, President N. R. 
7 J. I. Denison, 
7 "Mulliken, Chas. F. 
Nel, A. G. 
Rector, N. 





(Continued from page 38) 


vice-presidents J. W. McCollum, 
bury Hardware Co., Danbury, Conn. 
and Chas. R. Young, F. S. Bidwell Co., 
Windsor Locks, Conn. An important 
feature was the discussion of bonuses 
and commission payments. Walter King, 
Jordan Hardware Co., Willimantic, told 
of a check up on individual sales made 
at his store and said this check up 
governed future compensation adjust- 
ments. Mr. Young has used such data 
for 14 years. He establishes quotas 
governed by these records and on sales 
possibilities and regulates salaries on 
what might be termed a commission 
basis. He has a base pay for all sales- 
men and gives them extra compensation 
which has run from $350 to $1,000. He 
said such a plan will quickly surprise 
the average dealer and will enable him 
to find out just how good his men are. 

President Hallock discouraged the 
use of the term “clerk” and urged 
dealers to say salesmen. 

In answer to a question, Mr. Young 
said his commission was based on gross 
sales regardless of margin variances. 

In between questions, a quartet from 
the Yale Glee Club entertained with 
vocal selections which appealed very 
much to all those present and inspired 
President Hallock and Secretary Hitch- 
cock with one or two other Yale grad- 
uates to join in singing Yale songs. 

Committees met early Friday morn- 
ing prior to the closing session, the fea- 
ture of which was an inspirational sales 
talk by Edward Weir, sales manager, 
The Beckwith Co., Dowagiac, Mich. 
Some of the highlights of Mr. Weir's 
talk were “A good salesman is able to 
sell major appliances to people who 
say no, by making such prospects feel 
the advantages of buying and wanting 
the appliances more than they want the 
necessary amount of purchase money.” 
“Your public are not competent to 
judge values,” “People believe their 
ears only when the eyes confirm be- 
cause the eyes are 20 times faster than 
the ears.” 


Dan- | 


week because all the 








Stating that the future belongs to 
those who employ the legitimately un- 
usual, Mr. Weir suggested leaving but 
one man in the store during the con- 
vention season. Advertise this fact in 
advance and state that there will only 
be one man available in the store that 
others are away 
learning to give better service to cus- 
tomers. 

Mrs. A. P. Kenny, Dover-Foxcroft, 
Maine, addressed the annual banquet 
which terminated the convention, Her 
subject was “The Spread of Your 
Money.” The speaker, a member of the 
National Thrift Committee, urged all 
persons to spend and save more in- 
telligently. She analyzed true thrift and 
cited examples of the application of 
such principles. 

J. W. McCollum, Danbury Hardware 
Co., Danbury, was elected president to 
succeed Mr. Hallock, whose last off- 
cial act was to conduct as toastmaster 
the annual banquet. Charles R. Young, 
F. S. Bidwell Co., Windsor Locks, is 
the new first vice-president and W. L. 
Thorpe, North Haven, was chosen as 
second vice-president; secretary, Henry 
S. Hitchcock, Woodbury, and treasurer, 
Herman W. Morse, Meriden, were re- 
elected. 

Directors for one year are Ted Ly- 
ford, Torrington; N. E. Janswick, New 
Haven; H. W. Seeley, Washington 
Depot, and Charles Freeman, Branford. 
Directors for two years are F. T. 
Blish, South Manchester; H. W. Mar. 
shall, Hartford; H. R. Burghoff, Wall- 
ingford, and Lewis G. Hamilton, Bran- 
ford. * Directors for three years are 
M. W. Treat, Hartford; Charles Har- 
rison, Milford; Nelson Daniels, Willi- 
mantic, and Donald Warner, New 
Haven. 

All music during the convention was 
furnished with the compliments of the 
New Haven Hardware Club, whose 
committee of arrangements included 
Donald Warner, W. E. Janswick and 
H. R. Peck, all of New Haven. 
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I. T. Madsen Now President 
North Jérsey Hardware Assn. 


I. T. Madsen, of Perth Amboy, N. J., 
was elected to the presidency of The North 
Jersey Hardware & Supply Association, 
at that organization’s Feb. 19th meeting, 
held in the Hotel Plaza, Journal Square, 
Jersey City, N. J. 

H. H. Ludwig of Ridgefield Park was 
elected first vice-president, Morris Miller, 
Jersey City, is the new second vice-presi- 
dent, and C. F. Werner, East Orange, is 
the third vice-president. Horace W. 
Molyneux was reelected secretary-treas- 
urer as a token of appreciation for his 
earnest efforts during 1928. 

Sharon E. Jones, secretary of PASHA, 
was a guest at the meeting and spoke to 
the members regarding their insurance on 
stores and fixtures. Approximately 30 
dealers were present. 

The next meeting will be held some 
time in March in Hackensack, N. J. 


Next Old Guard Meeting Will 
Be in Biloxi on April 23 


As the Southern Jobbers’ Convention 
will be held at the Edgewater Gulf Hotel, 
Biloxi, Miss., from April 22 to 26, the 
Old Guard meeting and dinner will be 
held there on April 23. 

Members of the Old Guard are urged 
to make early reservations for the dinner, 
details of which will be announced later. 


Kruse Hardware Co. Buys 
Kruse & Bahlmann Hardware Co. 


An important change in Cincinnati, Ohio, 
hardware jobbing circles has just been 
brought about by the purchase of the Kruse 
& Bahlmann Hardware Co., 424 Commer- 
cial Square, by the Kruse Hardware Co., 
518 Raymiller Street. The purchase price 
is reported to be about $500,000. 

The Kruse Hardware Co. will take over 
the good-will, all stock, and as many em- 
ployees of the Kruse & Bahlmann organ- 
ization as possible. The Kruse company 
was organized about 50 years ago. Kruse 
& Bahlmann was founded in 1852 and is 
one of the oldest companies in the Ohio 
Valley. 


Geo. H. Tay Co. Merges with 
Holbrook, Merrill & Stetson 


The George H. Tay Co., San Francisco, 
Cal., wholesaler of ‘pumbing, pipe and 
heating equipment and Holbrook, Merrill 
& Stetson, San Francisco, also a wholesale 
distributor of plumbing, pipes, valves, 
fittings, etc., have merged under the name 
of Tay-Holbrook, Inc. 

There will be no change in the per- 
sonnel of these two old established firms, 
but headquarters will be maintained at the 
executive offices of the former Tay com- 
pany, 165 Eighth Street, San Francisco. 
Both firms have for some time been main- 





taining branch offices in Oakland, Sacra- 
mento and Fresno. 


G. B. Logan Dies—President 
Logan-Gregg Hardware Co. 


George B. Logan, president of Logan- 
Gregg Hardware Co., Pittsburgh, Pa., and 
active in the wholesale hardware trade for 
68 years, died at his home in that city 
Feb. 16. 

His father, Jchn T. Logan, was one of 
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the founders in 1831 of the Logan-Ken- 
nedy Hardware Co., the predecessor of 
the Logan-Gregg compdny, and George 
B. Logan, who was born in 1845 in what 
then was Allegheny, but now is part of 
the city of Pittsburgh, went to work for 
the firm in 1861. Except for the time in 
the service with the Union forces in the 
Civil War, he was continuously associated 
with the company and was active in its 
affairs until a few days prior to his death. 
The firm will observe its hundredth anni- 
versary in 1931, and it had been the fervent 
wish of Mr. Logan’s associates that he 
would live to participate. Mr. Logan was 
born in the residence in which he died. 
He was once a candidate for Mayor of 
Allegheny on a reform ticket. During the 
Civil War he served with the famous 
Knapps Battery and on a second enlist- 
ment was a member of Company B, One 
Hundred and Ninety-third Regiment, 
Pennsylvania Volunteers. 

For almost. 50 years he served as elder 
of the North Presbyterian Church and he 
also served as president of the board of 
trustees of the Presbyterian Hospital and 
the Western Theological Seminary, Pitts- 
burgh. 

He is survived by a son, Arch H. 
Logan, Rochester, Minn.; two daughters, 
Mrs. Robert W. Dunlap of Lawrenceville, 
N. J., and Henrietta Logan, at home, a 
brother, Edward P. Logan of Pittsburgh, 
and a sister, Mrs. Charles H. Scott of 
New York. 





E. H. Talmon Has Joined 
Imperial Knife Sales Force 
E. H. Talmon has joined the sales force 

of the Imperial Knife Co., Inc., Provi- 
dence, R. I. He was for several years 
on the sales staff of Wiebusch & Hilger, 
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Ltd., and latterly sales manager of the 
Flylock Knife Co., Inc. 

Mr. Talmon will have charge of the 
Imperial sales in Greater New York, New 
York State, New England, New Jersey, 
Pennsylvania, and Maryland. He will 
make his headquarters at the company’s 
New York City office, 30 Church Street, 
with A. H. Willey, general sales manager 
of the company. 


Robert Pearsall Addresses 
Richmond Hill Lions Club 


Robert Pearsall, for many years secre- 
tary of the Brooklyn Hardware Associa- 
tion, Brooklyn, N. Y., was the guest 
speaker at a recent meeting of the Rich- 
mond Hill, L. I., Lions Club. Mr. Pear- 
sall spoke about the many fine qualities 
of Abraham Lincoln. Irving W. Tuthill, 
hardware merchant, is president of the club. 


Union Tool Chest Cg. Now Union 
Chest & Cabinet Corp. 


Because its name did not fully indicate 
the nature of the products it manufac- 
tured, the Union Tool Chest Co., Inc., of 
Rochester, N. Y., has become the Union 
Chest & Cabinet Corp. . No change in 
policy or personnel has been made or is 
contemplated. 


George F. Holmes Dies 


George Forest Holmes, owner of the 
Sawyer Hardware Co., Stoughton, Mass., 
and one of the most prominent business 
men in that town, died at his home on 
Tuesday, Feb. 19. 


Mr. Holmes was born in Stoughton 
38 years ago, the son of Elden B. Holmes, 
who now lives in Taunton, Mass., and the 
late Maria L. Holmes. He was a director 
of the Stoughton Chamber of Commerce. 
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Paul Christian Joins Whiting- 
Adams Co. as Sales Manager 


Paul Christian has been appointed sales 
and advertising manager of Whiting- 
Adams Co., 700 Harrison Avenue, Boston, 
Mass. 

Mr. Christian has recently been affiliated 









PAUL CHRISTIAN 











with N. W. Ayer & Sons Co., the Dairy- 
man’s League of New York, and the Sun- 
Maid Raisin Growers’ Association of Cali- 
fornia. 





O. H. Foss Goes to Pacific Coast 
for Wooster Brush Co. 


O. H. Foss, for many years a director 
of The Wooster Brush Co., Wooster, 
Ohio, has recently been appointed director 
of sales in the Pacific Coast territory. 
Mr. Foss, accompanied by his family, has 
left for the Coast, where he will be lo- 
cated. 

Don J. Foss, general manager of the 
company, is now on an extended business 
tour through the Southern States, calling 
on Wooster distributers. 


Henry G. Keller, President 
Mason Tire & Rubber Corp. 


Henry G. Keller has been elected to the 
presidency of the recently reorganized 
Mason Tire & Rubber Corp., Kent, Ohio. 
Production has been started at the Kent 
plant and tires will be ready for the mar- 
ket within a few weeks, says a recent 
news dispatch. 


Walter S. Montgomery Dies— 
Montgomery & Crawford Head 


W. S. Montgomery, head of the Mont- 
gomery & Crawford hardware store in 
Spartanburg, S. C., passed away recently 
as a result of injuries sustained in an 
automobile accident. 





Mr. Montgomery was born in June, 
| 1866, of parents native of Spartanburg 
| County. He attended local schools and 


was graduated from Wofford College. He 
then entered his father’s business, the 
hardware firm of Lethco & Montgomery. 
He later tcok over his father’s share in 
the firm and at the time of his death, 
owned a controlling interest in the con- 
cern. 

Mr. Montgomery was also president and 
treasurer of the Spartan Mills, a director 
in other local plants and institutions and 
was active in community enterprises. He 
is survived by his widow, three children 
and three brothers. 


Albert R. Sisson Passes On— 
Was Veteran Disston Salesman 


Albert Ransom Sisson, who for the last 
12 years has been connected with the 
Hardware Division sales force of Henry 


Disston & Sons, Inc., Philadelphia, Pa., 


























A. R. (AL) SISSON 











passed away in Houston, Tex., on Feb. 18, 
1929, 

“Al,” as he was known to countless 
hundreds in the trade, was born at Colum- 
bus, Ky., on Jan. 10, 1873. He joined the 
Disston organization on Feb. 1, 1917. He 
was taken ill with influenza a few days 
before his death. 

Mr. Sisson was a past president of the 
Old Guard. He is survived by his widow, 
who resides at his late home, St. Elmos 
Station, Chattanooga, Tenn. 


Edward Lupton Dead—President 
David Lupton’s Sons Co. 
Edward Lupton, president of David 
Lupton’s Sons Co., Philadelphia, Pa., 
passed away at his home in Jenkintown, 
Pa., on Feb. 21 at the age of 63 years. 
He is survived by three children, a brother 

and a sister. 








B. L. Sommer Dies—Was Chair- 
man Keystone Steel & Wire Co. 


Benjamin L. Sommer, chairman of the 
board of the Keystone Steel & Wire Co., 
Peoria, Ill, and president of the Mid- 
States Steel & Wire Co., Crawfordsville, 
Ind., died on Feb. 8 at his winter home 
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at Coral Gables, Fla. He was 49 years 
of age and the son of Peter Sommer, 
founder of the Keystone company. 

Mr. Sommer began his career in the 
industry as a spooler in the small plant 
at Tremont, IIl., which was removed to 
Peoria in 1895. Prior to his election as 
chairman of the company in April, 1928; 
he had served as president for many years. 

Last year he was associated with his 
brother, the late John Sommer, in the 
organization of the Mid-States company, 
which was formed by a merger of the 
Crawfordsville Wire & Nail Co., Craw- 
fordsville, Ind.; the Dwiggins Wire Fence 
Co., Anderson, Ind., and the Adrian Fence 
Co.,, Adrian, Mich. 

Mr. Sommer beeame president of. that 
company after the death of his brother, 
which occurred a short time after the 
company was formed. Another brother, 
William H. Sommer, is president of the 
Keystone compafy. 





Scoates’s Article Featured in 
“The Country Gentleman” 


Dan Scoates, secretary of the Texas 
Hardware & Implement Association, is 
the author of a leading article in the 
Feb., 1929, issue of The County Gentle- 
man. The title is “Save the Soil You've 
Got” and is based on Mr. Scoates’s exten- 
sive understanding of agricultural condi- 
tions, particularly in Texas. Mr. Scoates 
is a member of the state university agri- 
cultural school faculty. 


Sechtman Hardware Co. Moves 


Sechtman Hardware Co., exclusively 
wholesale distributor of hardware, tools 
and general lines, has recently moved from 
1162 Main Street, Hartford, Conn., to 140 
Governor Street, of that city. 
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Phenix Garage Door Holder 


The Phenix Garage Door Holder No. 52 
is a simple, practical holder, designed to 
prevent the slamming of garage doors. 
The Phenix Mfg. Co., Center Street and 
Humboldt Avenue, Milwaukee, Wis., 
guarantees this item to hold any sized 
door. It is easily turned up or down by 
hand or foot and automatically locks it- 
ATT 
arnt 


| 

















self; It is said to be equally effective on 
any kind of solid floor construction. 

This holder has an all-steel construc- 
tion, being made of % by %-in. steel rod, 
12 in. long. Each holder is packed com- 
plete with screws and directions for apply- 
ing. Shipped one dozen in a box, weigh- 
ing 20 Ib. 


A Top-of-Stove Roaster 


The “Vapo-Seal” principle of waterless 
cooking is used in the, new top-of-stove 
roaster manufactured, by the Aluminum 
Goods Mfg. Co., Manitowoc, Wis. 

It is heat retaining, made of triple-thick 
aluminum, and is designed to maintain 


an even cooking temperature all around 
the roast, while the “Vapo-Seal” cover 
automatically seals in the natural moisture 
and food flavors. 

Non-burning thermoplax handles permit 
the “Vapo-Seal” roaster to be used in the 
oven as well as on the stove. 

The manufacturer states that meats and 
poultry can be roasted over one low flame 
with this new roaster on top of the stove 
just as successfully as in the oven, and 
at a lower fuel cost. 


Coldwell Power Mower Line 


Coldwell Lawn Mower Co., Newburgh, 
N. Y., is manufacturing a complete new 
line of motor lawn mowers and rollers. 
In this new line are the “Twin 30,” a two- 
cylinder heavy-duty mower and roller; the 


“L Twin,” a lighter product with a ca- 
pacity of 10 to 12 acres a day; the “L 
Junior,” which is adapted for smaller cut- 
ting jcbs, and the “Cub,” which is designed 


for cemetery, park and lawn cutting. 

The “Twin 30” and the “L Twin” can 
be used with riding sulky attachments and 
gang attachments. In this way mowing 
and rolling can be accomplished in less 


time and with more ease. Both the sulky 
and the gang attachments are well made, 
: will stand hard usage, and are finished to 
the standard of all Coldwell products. 


New Leather Goods Items 


Bates Brothers Co., Inc., of Athol, Mass., 
is now distributing to the trade a line of 
attractive key cases, also pass and license 
containers. The items are made of high- 
grade leather and very well finished. 

The illustration represents the com- 
pany’s Nos. 2550, 2551 and 2557. The 
first mentioned item is a combination key 
fold with license, registration or pass 
holder. It is of trimmed edge natural or 
olive brown American pig, with six swivel 
hooks. A center swing sepgrates the key 
and license compartments. Size when 
closed, 4 by 2% in. The No. 2551 is of 














the same style but made in black or brown 
smooth cowhide. 

No. 2557 is a turned edge key purse, 
with license and registration pass combina- 
tion. It is of the same size as the other 
models. Made in black or brown shark 
or galuchat grain Persian leather. A gold- 
plated swivel hook key frame is also in- 
cluded. 








The “True Temper” Rod Holder 


The American Fork & Hoe Co., 1623 
Euclid Avenue, Cleveland, Ohio, manu- 
facturer of “True Temper” fishing rods, 
has produced a striking and practical rod 
holder and silent salesman which is offered 
to the hardware trade for the spring 
season. 

This device, lithographed in all colors, 
holds six “True Temper” rods firmly 
locked in place so that the entire display 


may be moved readily about the store. It 
is strongly made and of the proper size 
and shape, to be used either on the counter 
or in windows as part of a larger display. 


Union “Safe-T” Rubbish Burner 


The hardware division of the Union 
Steel Products Co., Albion, Mich., has 
recently introduced a new Rubbish Burner 
to the trade. It has been ‘appropriately 
named the Union “Safe-T”. Rubbish 
Burner. 

Three sizes are available at popular 
prices, and the manufacturer states that 
the burner meets a need for an article of 





































































































this type, that can be sold at a price which 
will appeal to every home owner. 

Construction is of heavy galvanized steel 
wire, and every joint is welded for strength 
and service. As the burners are nested 
in dozen and half-dozen lots, full shipping 
economy is assured. 
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WASHINGTON NEWS LETTER 


Federal Trade Commission Starts Chain Store Investigation—Coated 
Abrasive Products Reduced in Number—Trade Associations May 





(Washington Bureau of HARDWARE AGB) 

Formal beginning has been made by the 
Federal Trade Commission in the wide- 
spread inquiry it is to make regarding 
chain store operations. This investigation 
has been started in compliance with a 
resolution of Senator Brookhart of Iowa 
and will comprise a study of the competi- 
tive conditions and consolidations among 
the chain store organizations and in par- 
ticular will seek to find whether any viola- 
tions of the antitrust laws or the Federal 
Trade Commission act have been involved. 
The first set of inquiries, totaling about 
5500 copies, has been mailed out to whole- 
salers and is designed to obtain informa- 
tion on the various phases of the chain 
store inquiry based on the experience of 
the wholesaler. Subsequent questionnaires 
will go to. retailers, manufacturers and 
consumers. In addition to the informa- 
tion gathered in this way there will be 
broad surveys made by field agents of the 
Commission. It will take a protracted 
period to complete the investigation but 
when it is finished it is expected to be 
exceptionally comprehensive in its treat- 
ment of the many phases of the important 
subject handled and to be. helpful as an 
economic presentation for all interests con- 
cerned, including independent retailers and 
others who compete with chain store or- 
ganizations. 

Instead of 8000 varieties of coated 
abrasive products, spot stocks will now 
be limited to 1976, corresponding to the 
elimination of 75.3 per cent, the Depart- 
ment of Commerce has announced through 
its Division of Simplified Practice. The 
printed government pamphlet on the sub- 
ject is obtainable. from the Superintendent 
of Documents, Government Printing Office, 
Washington. 

Coated abrasive products covered in the 
simplification program include flint paper, 
garnet, alium oxide, sandpaper, etc. For 
years the quantity of sizes and varieties 
has been increasing at a rapid rate. Many 
thousands of varieties have been stocked 
and cataloged by the industry when 
actually only a certain portion of them 
have enjoyed a satisfactory turnover. The 
importance of the situation may be seen 
from the fact that the estimated annual 
output of the industry amounts to about 
$16,000,000. The industry fixed Jan. 1, 
1929, for absorption of the obsolete va- 
rieties. The standing committee of the 
industry which will have charge of the 
periodical revision of the program, is com- 
posed of the following: William Mac- 
Gregor, the Carborundum Co., Niagara 
Falls, N. Y., representing the Abrasive 
Paper & Cloth Manufacturers’ Exchange, 
New York, chairman; and E. B. Gallaher, 
Clover Mfg. Co., Norwalk, Conn., repre- 





Need Federal License in Future 


By L. W. MOFFETT 


senting the manufacturers; George A. 
Fernley, secretary, National Hardware 
Association of the United States, Phila- 
delphia, and R. J. Atkinson, Brooklyn, the 
National Retail Hardware Association, 
representing the distributers; and G, A. 
Renard, secretary, National Association of 
Purchasing Agents, New York, and W. M. 
Phillips, General Motors Corporation, rep- 
resenting the users. 

More than 600 individual concerns 
scattered over 44 States have accepted the 
program. 

The Commercial Standard Group, 
Bureau of Standards, has mailed to man- 
ufacturers, distributers and users, blanks 
of acceptance in connection with the gen- 
eral conference held on the commercial 
standardization of template hardware, Nov. 
15, 1928, and with them a mimeographed 
report of the meeting. 

To understand thoroughly the scope of 
the recommendation that trade associations 
be placed under a Federal licensing sys- 
tem it is necessary to read the text of the 
plan as outlined in the report itself rather 
than to depend upon the press statement of 
the report. The recommendation would 
involve an intrusion of government into 
business that would indeed be far reach- 
ing and it is not surprising that the recom- 


mendation does not have the endorsement. | 


of the entire Commission, as stated by 
Commissioner Humphrey. 
a matter of fact have the endorsement of 
the majority of the Commission but this 
fact has not been determined as Com- 
missioner Humphrey is the only one who 
has commented on the report to which he 
refers as a report of the chief economist, 
though it is signed by the chairman of the 
Commission. Also by the nature of the 
Senate resolution the report is made as 
that of the Commission. 

The recommendation for a licensing sys- 
tem includes a condition that all files, 
records, accounts, correspondence or other 
documents of associations shall be avail- 
able to the inspection of specified govern- 
ment authorities. Moreover, the associa- 
tions would be required to make special 
reports regarding their organization, busi- 
ness or practices as would be required by 
the government authorities. Proceeding 
further, the report says that “It is im- 
portant to include among the trade asso- 
ciations subject to such regulation those 
whose members may not be engaged di- 
rectly in interstate commerce if the com- 
modities dealt in by their members (or 
the products thereof) move in interstate 


| commerce and are affected in quality, sup- 
| ply or price by the activities of the trade 


association of which they are members.” 
It was additionally suggested that the 


It may not as 








proposed law should provide that all asso- 


ciations collecting, tabulating or circu- 
lating statistics may be required to furnish 
a duplicate copy of each report sent in by 
members of the association for inspection 
by some appropriate department or bureau 
of the government and that copies of all 
compiled reports of associations to mem- 
bers may similarly be required to be filed. 
There should be unquestioned access for 
properly accredited government agents 
to files of trade association correspondence 
and other records, the report declared, 
which should be protected further by the 
prohibition of the destruction of such cor- 
respondence and records until held for 
perhaps five years. With regard to se- 
curing an adequate record of what occurs 
at association meetings, the report said 
that it might be desirable sometimes to 
provide a public stenographer. As if to 
reach a climax to this sweeping proposal, 
the report pointed out that “it had been 
suggested by a trade association man of 
large experience that some government 
bureau should have a corps of stenog- 
raphers assigned to the duty of making 
records of trade association meetings sys- 
tematically as they occur.” 

“The idea is interesting but is mentioned 
here as a suggestion for discussion rather 
than an item in any immediate program 
of supervision of trade associations,” the 
report naively said. 

Among the other many interesting ,sec- 
tions of the report is that commenting.en 


| efforts of trade associations to get a legal 


o. k. before they start operations. It was 
declared that at least 20 associations had 
submitted plans to the Department of 
Justice down to the spring of 1928, but 
that the Department has usually replied 
that it could state no general rule on the 
question of legality, but would be glad to 
inspect any definite proposal and point out 
any objectionable features. It was de- 
clared to be desirable to have the projects 
of interpretation brought to the atten- 
tion of the proper government depart- 
ment at their inception. It was stated to 
be only fair that if business men are efi- 
couraged to bring such projects to the 
attention of the government they be 
given such qualified advice as it is pos- 
sible to give in response to their frank- 
ness and evident desire to conform to the 
law. It cannot be expected, however, it 
was pointed out, that any government de- 
partment can .undertake to give definite 
advice in advance such as will assure any 
person who wants to experiment with new 
methods of dealing with business questions 
that he will not come into conflict with the 
law. 
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General Market News 








Unseasonable Weather Has Not 
Dampened Optimism for 
Spring Volume 


NEW YORK, Feb. 27.—Unseasonable weather conditions in many 
sections of the country have retarded sales of many hardware items 
during the past several weeks, according to reports from leading 


market centers. 


Despite this, however, optimism for the opening 


up of healthy spring trade is fairly general, some sections already 


reporting good volume in futures. 


Building in the urban centers is being pushed with considerable 
speed and as soon as spring temperatures arrive it is expected that 
building activity will increase rapidly over a wider scope. 

Several price revisions are noted in markets at this time. but 


firmness is a feature. 


Collections are fairly satisfactory. 





Revenue Freight Loadings Rise 
8586 Cars in Week 


Loading of revenue freight for the week 
ended on Feb. 9 totaled 955,478 cars, the 
car service division of the American Rail- 
way Association announced on Feb. 19. 

Compared with the preceding weck this 
was an increase of 8586 cars, with in- 
creases being reported in the total loading 
of all commodities except grain and grain 
products and miscellaneous freight, which 
showed small decreases. 

The total for the week of Feb. 9 was 
an increase of 49,001 cars over the corre- 
sponding week in 1928. Miscellaneous 
freight loading for the week totaled 328,- 
598 cars, an increase of 10,000 cars above 
the corresponding week last year. Coal 
foading totaled 217,832 cars, an increase 
of 48,886 cars over the same week in 1928. 
Grain and grain products loading amount- 
ed to 47,860 cars, an increase of 1670 cars 
above the same week in 1928. Live stock 
loading amounted to 27,530 cars, a de- 
crease of 5314 cars, under the same week 
in 1928. 


Bank Debits Drop 19 P. C. to 
$16,866,000,000 Total 


Debits to individual accounts, as report- 
ed to the Federal Reserve Board by banks 
in leading cities for the week ended Feb. 
13, which included but five business days 
for many of the reporting centers, aggre- 
gated $16,866,000,000, or 19 per cent be- 
low the total reported for the preceding 
week, and 31.8 per cent above the total 
for the corresponding week of last year. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since Jan., 1919, amounted to $16,075,- 
000,000, as compared with $19,901,000,000 


for the preceding week and $12,017,000,000 
for the week ended Feb. 15 of last year. 


Reserve Banks’ Earnings Show 


Rise of 21 Millions 


Earnings of the Federal Reserve banks 
in 1928 were $64,053,000, an increase of 
more than $21,000,000. over the year be- 
fore, the Federal Reserve Board an- 
nounced on Feb. 16. 

“Since there was little change in total 
current expenses, current net earnings, 
amounting to $37,148,000, showed a corre- 
sponding increase for the year,” the board 
said. 

“From these earnings deductions 
amounting to $5,598,000 were authorized, 
chiefly for depreciation. After minor ad- 
justments there remained $32,122,000 of 
net earnings available for distribution by 
payment of dividends, transfer to surplus 
and payment of franchise tax to the Gov- 
ernment. 

“This figure for net earnings is $19,- 
074,000 larger than for 1927.” 


Week’s Price Average 97.6 P. C., 
Says Prof. Irving Fisher 


Prof. Irving Fisher of Yale University 
announced on Feb. 17, that the previous 
week’s wholesale commodity prices, based 
Dun’s quotations, averaged 97.6 per 
cent, The January average was 97.4 per 
cent. The purchasing power of the dollar 
was 102.4c on a 1926 basis of 100c. The 
January average was 102.6c. 

Crump’s index of English prices for the 
week on the revised 1926 level was 92.9. 
The January average was 93. 


on 





The Italian index on the revised 1926 
| level for the week ended Feb. 9 was 75.8. 











| Commercial Failures for Week 


Show Sharp Decrease 


Returns of failures in the United States 
for the week ending Feb. 8, show a total 
of 476, according to Dun’s Review. That 
number is considerably below the 520 de- 
faults of a year ago. The number of in- 
solvencies for more than $5,000 in each 
case this week is 277, against 305 in this 
period of 1928. 

Numbering 57, failures in Canada this 
week compare with 68 last week, 56 two 
weeks ago and 51 reported to Dun’s Re- 
view in this week of 1928. 

Bradstreet’s reports 405 failures for the 


| week in the United States, as compared 
with 450 for the previous week, and 433, 


479, 516, 394 for the corresponding weeks 
1928 to 1925. The New England States 
had 49, Middle Atlantic 104, Western 87, 
Northwestern 35, Southern 96 and Far 
Western 34. Canada has 58 defaults for 
the week. In the United States about 
78.5 per cent of the concerns failing had 
$5,000 capital or less, and 15.5 per cent 
had from $5,000 to $20,000. 


Falling Values Hurt. Business, 
Asserts Henry Ford 


In a recent press announcement, Henry 
Ford is quoted as saying, “The only thing 
that hurts business is falling values. Keep 
values up to prices and you have beaten 
all chances of slump or panic. It is when 
the balance between these is disturbed that 
the country senses trouble. 

“The Ford company is at present em- 
ploying 135,000 men in Detroit alone. The 
world employment is close to 200,000. 
Soon there will be 150,000 at work in the 
Detroit plants. 

“At the same time our men are trying 
to do away with the midnight shift, and 
probably before long it will be practically 
abolished. I do not believe it right for 
men to work at that unnatural hour. 


Shellac Imports in 1928 Fell 
Below 1927 Mark 


According to figures just released by 
the Department of Commerce, supple- 
mented by statistics compiled by lead- 
ing factors in the trade, imports of shellac 
by this country last year fell below those 
of the two previous years in quantity and 
value, although actual shipments to the 
United States were larger. 

The Government compilation places the 
imports of all kinds of shellac by the 
United States during 1928 at 24,085,652 
pounds, valued at $10,209,850, as compared 
with imports of 25,101,763 pounds, valued 
at $10,394,896 during 1927. The imports 
during 1926 were 31,000,000 pounds, ap- 
proximately. 
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Building Projects Being Pushed in 
Northwest Despite Cold—Prices Steady 


(Minneapolis Office of HARDWARE AGB) 


MINNEAPOLIS, Feb. 26.—Held still tightly in the grip of winter, 
the territory served by the Twin Cities is looking ahead to the 
coming of spring, and the activities which can then be pursued and 


which have been planned during the colder months. 


Building 


projects, in the commercial field, and in the larger cities, are being 


pushed at the present time, despite the unusually cold winter. 


In- 


dications point to a normal amount of home building in the larger 


centers. 


Trade in this territory, in a retail way, has been at a low point 
for some time, due to the inability of the road crews to keep any 
but the main highways open, and at times this has failed. With 
the coming of spring, however, the merchants will have a different 
story to tell, for optimism is general] in regard to possible conditions 


this year. 


Prices are steady, showing no changes from those quoted last 


week. 





AXES.—Demand is normal, with stocks 
well assorted. Prices have not changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single bit, base weight, unhandled 
axes, $15 to $16.50; double bit, $20 to 
$21.50; single bit, handled, $19.50; 
double bit, handled, $24.25 doz., net. 

BOLTS.—Deliveries are fair, with no 
change in prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Carriage and machine bolts, 60 per 
cent, stove bolts, 75 per cent, and lag 
screws, 60 per cent from ‘standard 
lists. 

BRADS.—Call for this line is light at 
present, with prices firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Wire brads in 25-lb. box at 75 per 
cent from lists. 

BUILDING PAPER.—Except on the 
larger commercial jobs, building paper 
is moving slowly at present. Prices 
show no changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Red rosin sized paper, all weights, 
$2.50 cwt., and tarred felt paper, 
$2.55 ewt., net. 

CHAIN.—Sales are fair, with prices 
unchanged. 

JOBRERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 


Log chain, 4 * 14, $14.35 cwt.; % 
;% ‘ 14, $10.50; proct ‘coil 
. % in, 2.60; yh in., $9.40; % 
$8.75; % Pa $9. 65 ewt., net. 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Call for this 
line at present is low. Prices are firm. 


JOBRFRS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Eaves trough, 5 in., slip joint, sin- 
gle bead, galvanized in crates, $5.25: 
6 in., $6.40; conductor pipe, 3 in.. in 
erates. not nested, $5.10; 4 in., $7.15 
per 100 ft.: conductor elbows, 3 in., 
$1.73, and 4 in., $2.88 per doz., 


FIELD FENCE.—Dealers are antici- 
pating good business 
spring. Prices are steady. 





in fence this 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Field fence, 9 ga., top and bottom, 
11 ga. intermediate, 26 in. high, $39.69 
per 100 rods, net, with other heights 
in proportion. 


FILES.—Demand is fair, with prices 
firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


Nicholson files, 50 per cent and job- 
bers’ brands, 60-10 per cent from 
lists. 

GALVANIZED WARE.—Sales show a 
steady though rather light demand for 
this line, with prices remaining steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

meee 10 qt. galvanized pails at 
$2.55; 12 qt., $2.70; 14 qt., $3: 16 qt., 
stock oun ‘34. 70; 18 qt., $5.50; stand- 
ard galvanized tubs, No 1,, $7: No. 

2, $7.90; No. 3, $9.20: heavy galvan- 
ized tubs, No. 1, $12.85; No. 2, $14.05; 
No. 3, $15.25 doz., net. 
GLASS AND PUTTY.—There is a nom- 
inal demand, with prices unchanged. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. TWIN CITIES: 


Single and double strength A grade 
glass Minnesota prices, 83 per cent 


from lists; strictly Pa per. in 50 
Ib. steel drums, $4.85 cwt. 
NAILS.—Deliveries are light, with 


prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Standard wire nails and cement 
coated wire nails in 100-lb. kegs, 
$3.20 per keg, base. 


OIL STOVES AND HEATERS.—Call 
for this line will doubtless develop with 
the coming of spring. Prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
No. 500, Nesco oil stoves. $72 each; 
No. 213, $23.50 each; No. 213. with No. 
1103 shelf, $30.50 each, less 33144 and 5 
per cent. Perfection oil ranges, white 
porcelain with built-in ovens, No 


229, 5 Superflex burners, $140; No. 
97 9. $120: Stoves, No. 74, 4 burners, 
$2950: No. 73, $23.25; No. 72, $18. 
Puritan oil ranges, white ‘porcelain, 
with built-in ovens, No. 249. $122; 


stoves, No. 44, 4 burners. $29.50; No. 
42. 3 burners, $23.50: No. 42, $18. 
Puritan pressure-gas (gasoline) white 





porcelain range with built-in ovens, 





No. 759, $128; stoves, No. 714, 4 burn- 
ers, $38; No. 713, $33; No. 703, 3 burn- 
ers, $26.50 list. 

Perfection ovens, No, 211, 1 burner, 
plain door, $2.50; ty 713116, glass 
door, $2.70; No. 122G, 2 burners, 
glass swing door, $6.20; Puritan, No. 
42G, 2 burners, glass drop. door, 
$5.50; No. 42, 2 burners, steel drop 
door, $5.25 list. 

Perfection and Puritan oil stove 
wicks, $3.75 doz.; $45 gross, list. 

Perfection oil heaters, No. 1686, 


green porcelain. Pyrex globe, $16.50; 


No. 1526, black japan, Pyrex globe, 
$9.75; No. 1530, black japanned, 
nickel trimmings, $9.25; No. 525, black 
drum and trimmings, $7.25; list with 
discounts as follows: Dealers’ dis- 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and following $100 


qualifying order, 33% per cent, on 
all purchases amounting to $250 or 
more during the calendar year, an- 
nual bonuses will be paid acc ording 
to the volume of business. 


PYREX OVENWARE.—Sales are good, 
with stocks well filled. Prices are firm 
as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.17; No. 643 
casseroles, $1.17; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.: No 
24 tea pots, $2; No. 26 tea pots, $2. 33; 
No. 953 percolator tops, 7c. each, net. 


REGISTER.—Call is fair, with full 
stocks. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Cast iron registers, 20 per cent 
and wrought steel registers, 40 per 
cent from lists. 


REGISTER AND RADIATOR 
SHIELDS.—Demand continues good, 
with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Register shields, Gem, No. 1, floor 
type, $12; No. 10, floor type, $10; No. 
, 2, wall type, $6; and No. 20, wall 
type, $5.20. Prices are net to dealers 
per dozen. No. 1 and No. 2 are 
oxidized copper. No. 10 and No. 20 
are black enameled. 

Radiator shields, Gem, adjustable, 
No. 1, $4; No. 1-a, $4.50; No. 2, $4.50; 

ea : $5.50: No. 
6, $6; No. 6-b, $6; No. 7, $6.50; No. 8, 
$7. These* prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


ROPE.—Sales are showing a fair de- 
mand, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade manila rope, 7-16 in. 
and larger, 22c., and smaller than 
7-16 in., 23c.; best grade sisal rope, 
17c. Ib., base. 

SANDPAPER.—Call for abrasives is 
steady, though rather light. Prices 
show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets: gar- 
net No. 1, $16.75 per ream, net. 


SASH WEIGHTS.—Deliveries are low 
at present, with prospects for a good 
demand with the opening of the build- 
ing season. Prices have not changed. 
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JOBBERS’ QUOTATIONS TO RE- dred; common iron, corrugated, 6 V937, $4.50; No. V949, $6.10; No. V959, 
TAILERS, F.O.B. TWIN CITIES: oo ‘x's OF — rma $6.75; ire. V1537, $5.85; No. — 

ron, n. elbows, 0z.; cast iron, 5 rices are per dozen, net. 
atnooe ee wood handle dampers, 6 in., $1.25: Diamond E, metal frame, No. 01, 
4 y e coil handle, $1.15 doz., net. $4.40; No. 02, $4.80; No. 03, $5.60; No 
SCREWS.—Sales are nominal, with Crystalized stove boards, 28 x 28, 1, $5.20; No. 2, $5.60; No. 3, $6.40; 
prices firm $16; 30 x 30, $18.60; and 36 x 36, No. 4, $7.60; No. 5, $8.40. Prices are 

° $25.95 doz., net. per dozen, net. 
JOBBERS’ QUOTATIONS TO RE- Stove shovels, japanned, jt% in., No. 01, $3.60; No. 1B, $4.40. 

TAILERS, F.O.B. TWIN CITIES: 50c.; Jumbo, japanned, 21% in., $1.35; Wurldbest, list prices, No. 2, $2.50 
Jumbo, Jr., japanned, 75c. doz., net. each; No. 3, $3 each; No. 4, $3.50 


Flat head bright wood screws, 50-5 
flat head japanned, 37% 
per cent; round head blued, 45 per 
cent; round head, nickel plated, 25 
per cent; flat head, brass, 40 per cent, 
and round head, brass, 35 per cent 
from standard lists. 


per cent; 


partly to the sustained cold weather. 
Prices have not changed. cwt., net. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 
Ice skates, No. 1624, men’s, 84c.; 
No. 524%, $1.19; $3.31; No. 
94, $3.13; No. 5%, 84c ladies’ skates, 
No. 624%, $1.24; No. “594 15, $3.50; No. 
424%, $1.81 per pair, net. Genuine 
Nestor Johnson North Star, alumi- 
num finish, $6.75; nickel finish, $7.75 8 Ib. 
pair, net. 
SNOW SHOVELS AND SIDEWALK 
SCRAPERS.—Sales are still going 
strong, with stocks being kept well 
assorted. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 


change in prices. 


coating, IC, 


no changes. 


Weather strip, 


TAILERS, F.0.B. TWIN CITIES: 0. % in, 


in., $2.10; 
Snow shovels, steel blades, straight Wirf’s full reels, 


STEEL SHEETS.—Deliveries are light 
at present, with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


SKATES.—This line is still selling, due| 7°’ YAnized, Steel, shes biack steel 


sheets at $3.90 cwt., ga.); 
Armco galvanized iron (24 ga.), $6. 65 


TIN.—Call for tin is fair, with no 


JOBBERS’ QUOTATIONS 72 RE- 
TAILERS, F.O.B. TWIN CITIES: 9 


Furnace coke tin, 
$14.30 box, and roofing tin, 20 x 28, 
$15.50 box, net. 
WEATHER STRIP.—Sales 
gvood, with stocks ample. Prices show 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. TWIN CITIES: 


wood - felt, % 
$3.50: Sesley, full 


each: No. 5A, $4 each; No. 6A, $4.75 
each; No. 6B, $5 each. These list 
prices are subject to a dealer’s dis- 
count of 33% per cent. 


WIRE.—Call for wire is light, with 
prospects of a good demand with the 
opening of spring. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Galvanized cattle barbed wire, $3.11 
per 80-rod spool; galvanized barbed 
hog wire, $3.34 per 80-rod spool; No. 
(base) smooth galvanized wire, 
$3.65 cwt., and No. 9 smooth black 
wire, $3.20 cwt. 


WRENCHES.—Sales are steady, though 
rather light in a retail way. Prices 
have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, ° 
per cent from list. Bemis & Call 


sheets at $4.75 


base (24 


ICL, 20 x 28, 


continue 


$3; 1 $4.20: 


handle, $4.15; steel blade, D handle, reels, $3.75 per 100 ft., net. ° 

$4.65; Seventies. steel blade, D sof te te me Le — 12 in., 
handle, 15% x 17, $10; same 16 x 21, WINDOW VENTILATORS. — Demand Snap-on Wrenches. -—- Radio and 
$10.65, and’ a in. blade side- is very good and prices are firm. electrical sets in metal cases, $2.75; 


walk scrapers, $3.96 doz., net. 
STOVE ACCESSORIES. — Demand is 
declining, with the end of the season 
sight. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Stove pipe uniform blued, 28 ga., 
6 in., knocked down, $11.80 per hun- 


a 


n Continental, 
$4.50; No. 83 
No. 1137, 


per doz., net. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
mates frame, No. 833, 
7, $4.75; No. 845, $5.20; No. 

" $5 .50; No. 1145, $6.30; No. 
1437, $7.30; No. 1445, 


Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 


No. 101 Master Service Set, $13.75; 
No. 202, Heavy Duty Set, $3.80; No. 
404, Flexible Sdcket Set. $8; No. 608, 
Crankcase Drain Plug Sockets, $3.20; 
90, Square Socket Set, $3.70; No. 
1817, Giant Snap-on with extra heavy 
duty ratchet, $27.35 list, less 33% per 
cent discount. 
Crescent, 6 in., $5.64; 8 in., $6.96; 
and 10 in., $8.64 doz., net. 


$8.10. Prices are 








Selling More Paint in the Hardware Store 


(Continued from page 54) 


the average was better, 71 per cent. Knowledge of decorat- 
ing schemes only 58 per cent. Skill in estimating quanti- 
ties, 70 per cent, and building a sales desire for recommended 
paint, 61 per cent. The last two I will mention are these, 
they are important. Skill in handling questions involving 
difficulties, 54 per cent. Skill in closing sales, 46 per cent. 

You may be interested in some of the things back of 
these figures. The most fundamental weakness in the pro- 
cedure of the vast majority of retail salesmen is their fail- 
ure to start with a correct understanding of what their cus- 
tomers want. It is obvious that no customer is primarily 
interested in paint for its own sake, yet the typical paint 
salesman talks almost exclusively about the quality of the 
paint instead of stressing as well the benefits to the cus- 
tomer from the standpoint of the “finished job.” 

The typical retail salesman does not take the trouble to 
find out the specific purpose for which a paint is to be used, 
and consequently has no constructive basis for advice in 
selling. If we can educate him to ask these four questions 
diplomatically, without giving the impression of a cross- 
examination, a great percentage of trouble developing after 
sale, will be eliminated: 

1. What is it to be used on? 

2. What effect do you want to get? 

3. What is the condition of the surface? 

4. Are you going to do the work yourself? 

If these questions are tactfully put, no trouble will follow, 
but much will be avoided later. Let me illustrate from an 
actual shopping experience. 

Although a small minority of retail salesmen are reason- 


ably well prepared to give helpful suggestions to their 
customers, most of them are not properly helpful on such 
points as choosing the correct materials for a given job, 
preparing the surface to be painted, estimating quantities 
needed, selecting pleasing and harmonious color schemes. 
On top of this, very few salesmen who do have the knowl- 
edge know how to properly use it. Out of 94 interviews 
in which it was unquestionably necessary to get informa- 
tion as to the present condition of the surface, before any 
intelligent suggestions could be made, only 41 salesmen 
asked for it. Out of 88 instances in which it would have 
been helpful to know how recently the surface had been 
painted, only 8 salesmen asked for it. 

In spite of the fact that few persons come into the store 
without intending to make a purchase, many of them became 
unsettled and walked out without buying or with a very 
much smaller purchase than they could very easily have been 
persuaded to make. The salesman must be taught to help 
his customer to buy. Not by high pressure methods, but 
by giving timely and helpful suggestions to the customer. 

The vast majority of clerks are untrained in handling 
sales objections and difficulties. The simplest question as 
to quality or price is ordinarily enough to make them give 
up any effort to sell, They must be led to see that cus- 
tomer’s so called “objections” and difficulties are generally 
signs of interest, and they must be shown how to capitalize 
them in order to make more sales. The survey showed that 
only 62 out of 178 retail salesmen handled reasonable ob- 
jections in a manner that could be called even fairly satis- 
factory. (Continued on page 81) 
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Chicago Jobbers Report Business Satisfactory 
—Some Price Revisions 


(Chicago Otfice of HARDWARE AGE) 


CHICAGO, Feb. 26.—Business with local wholesalers is quite sat- 


isfactory for this time of the year. 


A brisk demand continues for 


snow and ice articles and the volume of staple merchandise being 


shipped is normal. 


Future orders for spring delivery received an 


early start at this market and are somewhat heavier than in most 


previous years. 


Most dealers report business quiet and are using the dull days to 


“clean up and fix up” 


in preparation for a good spring trade. 


Declines in prices of some sizes of standard tires have been an- 


nounced. The reductions vary from 21% 
screw prices show another minor advance. 


to 714% per cent. Brass 
Manufacturers have 


advanced copper rivets twice during the past ten days, but local 


jobbers continue to sell at the old price for the present. 


Nail prices 


are very firm. Rumors of advances on lock sets are still heard, 
although the higher prices have failed to materialize at this time. 

Steel mills in the Chicago district are maintaining their recent 
average of 92 per cent of capacity. Prices on some forms of finished 
steel have advanced from $1 to $2 per ton, and further advances 
are declared likely on other commodities. 


Little change is noted in the credit situation. 


Collections have 


the same status, averaging from fair to normal. 





AUTOMOBILE ACCESSORIES. 
There has been a slight readjustment 
of standard tire prices representing a 
decline of approximately 2% per cent 
to 74% per cent on a few’sizes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. CHICAGO: 

Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box line, 58c. each; A. C., 53c. each; 


lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 


Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 


Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.—Rose, 1% in. cylinder, 
$1.85 each. 


Tires and Tubes.—Mansfield tires, 
0 x 3% Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50; Lib- 
erty 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, $11. 50; + 7 double 
service 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes.—30 x 314, Mansfield, 
$1.30 each; 29 x 4.40 Mansfield, $1.50 
each; 30 x 3% Liberty, $1.05 each; 
29 x 4.40 Liberty, $1.29 each; 32 x 6.50, 
$2.70 each. 

Anti-Freeze Mixtures.—Eveready 
Prestone, $3.80 gal. in cans. 

Glycerine.—‘‘G. P. A.,’’ $1.80 gal., 
— and glycerine solution, 90c. 
gal. 


BICYCLES.—The closed winter has 
had a tendency to retard spring activ- 
ity in bicycles, but with the first break 
in the weather conditions a substantial 
spring business is anticipated. 


JOBBERS’ oy teal lag ty TO RE- 
TAILERS, F. O. CHICAGO: 

Double Bar Seas: Bike 
$26.25; ladies’ model, $25.90; 
and boys’ juvenile model, $23.6 


Model, 
_— 


BOLTS AND NUTS.—Demand is nor- 
mal and prices are steady. 


JOBBERS’ tag ge te od TO RE.- 
TAILERS, F. O. B. CHICAGO: 

Carriage bolts, cut re 60 per 
eent discount; 


machine bolts, cut 








thread, 60 per cent discount; all stove 
bolts 75-10 per cent discount; lag 
screws, 60 per cent discount. From 
full case lists. 
BUILDERS’. HARDWARE.—Rumors 
of higher lock set prices have failed to 
materialize. Other prices remain 
steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. CHICAGO: 

3% x 3% steel butts, old copper 
and dull brass finish, $2.16 per doz. 
pair in case lots; less quantities, 
$2.34 per doz. pair; 4 x 4 steel butts, 
old copper and dull brass finish, $3 
per doz. pair in case lots; less quan- 
tities, $3.12 per doz. pair; heavy steel 
bevel inside sets, $5 per doz. sets, 
case lots; steel bit-keyed front door 
sets, $1.45 per set; wrought brass, 
bit-keyed front door sets, $2.60 per 
set; cylinder front door sets, $6 per 
set. 

CHAINS.—Demand is unusually good 
at firm prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. CHICAGO: 

%-in. Proof coil chain, $8.75 cwt. 
base; Trade Marked coil chains, 40-10 
per cent off list; No. 00, 4% ft. elec. 
welded cow ties, $2.40 per doz. 

COPPER RIVETS AND BURRS.— 
Manufacturers have made two advances 
within the last ten days. Jobbers’ prices 
remain at the same figures for the 
present. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. CHICAGO: 


Copper rivets and burrs, 30-10 per 
cent discount. 


COTTON GLOVES. — Real winter 
weather has been responsible for a bet- 
ter than usual demand. Firm prices 
prevail. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. CHICAGO: 
8 oz. cotton gloves, $1.35 per dozen. 


ELECTRICAL MERCHANDISE. — 











Business in this line is quiet. Firm 


prices prevail on copper items. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. CHICAGO: 
Electrical Merchandise.—No. 14 
rubber covered wire, $6 per 1000 ft.; 
in less than 1000 ft. lots, $6.50; No. 18 
lamp cords, $11.25 per 1000 ft.; in 1000 
ft. lots, $10.50; %-in. brush brass key 


socket, 13c. each; lots of 25, 12%c. 
each; two-way plugs, 45c. each; in 
lots of 10, 40c. each; two piece at- 
tachment plugs, 7c. each; dry cells, 
boxes of 55, 32%4c. each; less than 
case lots, 35c. each. 

Electrical Appliances.—Iron Hot 
Point, $4.20; in lots of six, $3.90; Sun- 
beam, $5; lots of six, $4.75; Percola- 


tor, Universal 9169, $16.65. 

Radio Supplies. —Radio B batteries, 
D 779 B, $1.40 each; case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 


of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 
battery, less than standard packages, 
$2.22 each; in _— standard pack- 
ages, $2.06 each 

Radio Tubes.—UX- a 9740.3 
UX-199, $1.46%; UX-22 $3.60; UX- 


171A, $1.7834. 
FILES.—First grade files are in excel- 
lent demand. Prices remain steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. CHICAGO: 
First grade, 50 per cent; medium 
grade, 60-10 per cent. 
GLASS AND PUTTY.—Demand is 
moderate. If price revisions are made 
they will be upward in character. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. CHICAGO: 
Single strength A, all brackets, 85 
per cent discount; single strength B, 
all brackets, 87 per cent discount; 
double strength A, all brackets, 85 
per cent discount; double strength B, 
all brackets, 87 per cent discount; 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 
HAMMERS AND HATCHETS.—Bet- 
ter weather will bring better tool sales. 
No price movements in early prospect. 


JOBBERS’ by ta at be ee TO RE- 


TAILERS, B. CHICAGO: 

renege Pe all quality, 10 oz, 
‘nail hammers, $12 doz.; 16 oz. ma- 
chinists’ hammers, first quality, $9.20 
doz.; competitive grade, 16 oz. nail 
hammers, $6 to $8 doz. 


Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling, doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—Demand is good at un- 
changed prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. CHICAGO: 
Enterprise No. 25, $8.00 each; No. 

31, $8.65 each; No. 35, $9.50 each. 
NAILS, WIRE AND STAPLES.—Car- 


load inquiries are quite frequent and 


current sales seem much better. The 
price situation is very firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. CHICAGO: 
L.c.l. quantities common wire and 


cement coated nails, small orders out 
of Chicago stock, $3.20 per keg base. 


Mill shipment price is $3.05 base. 
Carload (36,000 Ib.) base for mill 
shipment, still lower. Steel cut nails, 
$4 base. 


$3.20 per 
plain wire, 


No. 9 black annealed wire. 
100 1b.; No. 9 galvanized, 
$3.75 per 100 lb.; catch weight spool 


galvanized cattle or hog wire, $3.80 
per 100 Ib.; polished fence staples, 
$3.55 per 100 Ib 
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OIL COOK STOVES, HEATERS AND ; - 
SUPPLIES.—Cook stove and oven fix- ca White Lead.—100 Ib. lots, $13.25; 50 
tures are showing improved activity. Ib. lots, $6.75; 25 Ib. lots, $3.40; 12% 


Prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. CHICAGO: 

Perfection.—No. 72, 2 burners, $18; 
No. 73, 3 burners, $23. 25; No. 74, 
burners, $29.50; No. 279’ oil range, 
$129; No. 339 oil range, $140. Deal- 
ers’ discount on net purchases of less 
than $100, 30 per cent; on all net 
purchases, including and following 
$100 qualifying order, 33% per cent. 
On all purchases amounting to $250 
or more during calendar year, annual 
bonuses of from 2 to 10 per cent will 
be paid according to volume of busi- 
ness. 

Puritan.—No. 42, 2 burners, $18; 
No. 43, 3 peemare, $23.25; No. 44, 4 
burners, $29.5 No. 249° ofl ran e, 
$122. Bwenwil same as Perfection 
stoves. 

Nesco.—No. 450R, $60; No. 400R, 
$55; No. 215-1105, $51.50; ay 215, $41; 
No. 214-1104, $38.50; No. 214, $30; No. 
213-1103, $30.50; No. 213, $23.50; No. 
212-1102, $23.50; No. 912, $18; No. 211, 
$10. Prices quoted are for Nesco 
Zone No. 1, including Chicago terri- 
tory and are subject to dealers’ dis- 
count of 33% per cent. 

Ovens, Perfection.—No. 211, 1 bur- 
ner, plain ees, $2.50; No. 211G, glass 
door, $2.70; No. 122G, 2 burners, glass 
swing door, $6.50. 

Puritan.—No. 42G, 2 burners, glass 
drop door, $5.50; No. 42, 2 burners, 
steel drop door, $5.25. Dealers’ .dis- 
counts on Perfection and Puritan 
ovens the same as on Perfection 
stoves. 

Nesco Ovens.—No. 12, $1.80: No. 05, 
$2.10; No. 5, $2.25: No. 016, $3.90; 


$5.30; No. 0301, $6; No. 301, $6. 30. 
Dealers’ discount 31-5 per cent. 

Perfection and Puritan Wicks.— 
$3.75 per dozen, $45 per gross. Deal- 
ers’ discount same as_ Perfection 
stoves. 

Oll Heaters.—Perfection, No. 510, 
$6.25; No. 525, $7.25; No. 1525, $7.75: 
No. 1530, $9.95; No. 1630. $11.50; No 
1550, $9.50; No. 1560, $11; No. 1665, 
$13.50: No. 1670, $14.50. Perfection 
Firelight Heaters, No. 1526, $9.75: 
No. 1686, $16.50. Dealers’ discount 
same as Perfection cook stoves. 

Nesco Oil Heaters.—N. 12. $5 50; 
No. 15, $7; No. 016, 7) a No. 1600, 
$9.75; ‘No 0190C, $10.5 ‘No. 1900. 
$12: No. 0190D,' $10 i No. 190D, 
$12: No. 0190. $10.50: No. 1900K, 
$12; No. 505, $11.25: No. 695, $12.75; 
Nos. 705C. 75D and 705F, $16. 

Discount 30-5 per cent. 

Nesco Wicks, Cook Stove.—$3.00 
per doz., same discount as Nesco 
stoves. Nesco oil heater wicks, No. 
348, 40c. each list: No. 515 Giant, list, 
75e. each. Discount on Nesco heater 
wicks, 30-5 per cent. 


PAINTS AND OILS.—Normal demand. 
Prices have been unchanged for some 5 ft. narrow Ghameion tooth, $15 
time. ‘toot 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. CHICAGO: 
Linseed Oil, Raw.—Barrel lots, 87c. 
per gal.; 5 barrel lots, 80c. per gal. 
Linseed Oil, Boiled.—Barrel lots, 
90c. per gal.; 5 barrel lots, 82c. per 


gal. 

Denatured Alcohol.—Barre! lots, 
63c. per gal.; steel drums, extra, $6, 
returnable. 








Turpentine.—Drum lots, 73c. per 





$1. 

Sh eliac ane Ib. cuts).—White, $2.58 
per gal. in barrel lots; orange, $2.26 
per gal. in barrel lots. 

English Venetian Red.—In barrels, 

5%c. per 1b.; in 100-Ib. lots, 6%c. 
per Ib. 

— Paste.—Barrel lots, 7c. per 


PYREX WARE.—Demand is_ good. 
Prices are steady. 
JOBBERS’ wr tag ta bo ry TO RE- 
TAILERS, F. » CHICAGO: 
Bread een ithe, 212, $7.20 doz.; 
es 214, $12 doz. 
New Handled Casseroles.—Round, 
No. 622, $12 doz.: No. 623, $14 doz.; 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow — No. 642, $12 doz.; 
No. 643, $14 doz. 
— os nak —No. 208, $6 per doz.; 
No. $7.20 per doz. 
ten Pots.—2 cup, _ doz.; 4 cup, 


Pp 
oon gat aon Pans.—No. 231, $8 doz.; No. 
Gift Sets. —No. 515, $3.43 per set. 
ROLLER SKATES.—Orders are quite 
lively from dealers preparing for the 
good demand expected with the first 
few days of more moderate weather. 

JOBBERS’ br ty gdh oy TO RE- 
TAILERS, F. O. B. CHICAGO: 

Union Hardware, asin $1.40; 
Union Hardware, girls’, $1. 50. 

Chicago Roller Skates No. 101, 
$1.30: No. 103, $1.40; No. 105. $1.40; 
No. 181, $2.65; No. 183, $2.75; No. 
185, $2.75. 

ROPE.—Manila fiber prices justify 
higher costs on rope after March 1, but 
sisal appears unchanged. Sales are 
improving. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. CHICAGO: 

Best manila, standard brands, base, 
20c. per lb.: No. 2 manila. 18c. per 
Ib.; No. 1 sisal, 15c. per Ib.; No. 2 
sisal, 14c. per Ib. 

SASH CORD.—Demand has shown im- 
provement. Prices remain steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. B. CHICAGO: 

No. 7 Mh taond brands. $8.15 per 
doz. hanks: No. 8, $9.35 per doz. 
hanks. Competitive grade, No. 7, 
$7.70 per doz. hanks; No. 8, $8.80 per 
doz. hanks. 

SAWS, CROSS CUT AND WOOD.— 
Sales hold to a high level as best sell- 
ing season progresses. Steady prices 
prevail. ; 


JOBBERS’ ar tage be oo TO RE- 
TAILERS, F. 0. B. CHICAGO: 


each; 5% ft. wide Champion sae 
$2.10 each; 5% ft. wide Lance tooth, 
$4.35 each: 4 ft., one-man Champion 
tooth, $2.45 each. 

Single braced frame common tooth 
blade, $8.25 doz.; double braced frame 
common tooth blade, $10.40 doz.; 
doulle braced frame, tuttle tooth 
blode, $11.40 doz 


SAWS. HAND.—Usual demand at 








steady prices. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. CHICAGO: 

26 in., vy" ” doz.; 26 in., $33 doz.; 
26 in., $49. doz.; special, 26 in., 
Competition y a $6.60 doz. 


SCREEN WIRE AND POULTRY 
NETTING. —Prices are quite steady 
except occasional cuts in “off” brands. 
Sales volume has been very early and 
very heavy. 


JOBBERS’ QUOTATIONS RA RE.- 
TAILERS, F. O. B. CHICAGO 

12-mesh, painted screen cloth, $1.95 
per 100 sq. ft.; 14-mesh, galvanized 
screen cloth, $2.65 per 100 sq. ft.; 
galvanized before poultry netting, 
50-10-5 per cent discount. 


SCREWS.—Sales continue better than 
normal. Prices show another slight 
advance on brass screws. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. CHICAGO: 

Flat bright screws, 47% per cent; 
round head blued, 42% per cent; flat 
head brass, 37% per cent; round head 
brass, 32% r cent. Larger orders, 
10 per cent le 


SOLDER AND BABBITT.—Market is 
steady and unchanged, while order vol- 
ume keeps about normal. 


JOBBERS’ yt gd te TO RE- 
TAILERS, F. O. B. CHICAGO: 

Warranted 50-50 solder, $35 per 100 
lb.; medium 45-55 solder, $33 per 100 
lb.; tinners 40-60 solder, $30.50 per 
100 Ib.; neh speed babbitt metal, $20 
per 100 ; standard No. 4 babbitt 
metal, si. per 100 Ib. 


STEEL SHEETS.—Manufacturers are 
noting continued objection from dealers 
and jobbers to the % of 1 per cent cash 
discount plan. The market remains 
unchanged, with demand not particu- 
larly active. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F. O. B. CHICAGO: 

24 ge galvanized sheets, $4.65 
er 100 Ib.; 24 gage black sheets, 
3.80 per 100 Ib. 


WINTER SPORTING GOODS.—This 
line has been very active since the first 
of January. Bob skates are unusually 
active at present. Prices are the same. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. CHICAGO: 

Ice Skates.—Key clamp _ rocker, 
men’s, and boys’, bright finish, 75c. 
pair; half key clamp rocker. women’s 
and girls’, cast steel polished run- 
ners, $1.00 pair; half key clamp 
hockey, women’s and girls’ best steel 
runners, $1.35 pair; children’s exten- 
sion bob skates, polished, 35c. pair: 
nickel plated, 45c. pair; Union tubular 
ice skate outfits, $4.60 outfit; Nestor 
Johnson flyer outfits, aluminum fin- 
ish, $5.25 outfit; Nestor Johnson flyer 
outfits, nickel plated, $6.00 outfit; 
Strand skis, edgegrain pipe, 4 ft., 
60c. pair; 5 ft. 90c. pair; 6 ft., $1.30 
ners a skiis. mahogany — 

4 ft., 80c. pair; 5 ft., $1.10 pair; 6 ft.. 
$1.50 oui 

Sleds.—Flexible flyer sleds, 35 per 
cent off list. 








* Dealers Urged to Paint Stores 
by Automobile Dealers’ Assn. 


The National Automobile Dealers’ Asso- | tractors be urged to call on the automobile 
ciation is trying to help you sell paint. The | dealers. He says in part: 

association has sent to its membership a “You will note that the first article in 
bulletin urging them to paint their stores, | the bulletin is headed, ‘Clean Up and Paint 
inside and out, and to give their shops the | Up.’ A copy was sent to our dealer mem- 
same treatmerit. The association has asked | bership of some 3000 dealers in the United 
help from the paint industry and dealers | States, and we received any number of re- 


to make the campaign successful. 


In a letter to the Clean Up and Paint 





Up Campaign Headquarters, A. C. Faeh, 
assistant general manager of the associa- 
tion, asks that paint dealers and con- 


quests for additional copies. The manager 
of the Toledo branch of the Willys-Over- 


Reading matter continued on page 66 












land Company wrote me for 150 copies, 
saying that he was going to have a Clean 
Up and Paint Up week, bring in all his 
dealers, and discuss thoroughly the first 
part of this booklet. Evidently he had in 
mind getting the various garages and show 
rooms of his dealers in shape. This natur- 
ally brings about the thought that if it is 
good enough for the Willys-Overland 
dealer at Toledo, it must be pretty good 
for dealers all over the United States.” 
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mSeTHE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS. 


TO THE RETAIL TRADE:— 


In the past few months, the price of copper has 
scored a heavy advance, lead has advanced, powder 
has advanced. In the face of the advances in the 
cost of these commodities, which make up so large 
a part of shells and ammunition, manufacturer;’ 
prices are suddenly and unexpectedly reducd 10%, 
Naturally, the trade have been taken by surprise and 
are wondering as to the cause of this drastic re- 
duction. 


Let us go on record by saying that notwithstanding 
the complications that have arisen in the trade by 
reason of the various methods adopted by manu- 
facturers for the distribution of shells and ammuni- 
tion, we are not in favor of this reduction. The 
responsibility for this reduction in prices is not ours. 
We have followed the reduction to take care of our 
distributors and our retailers. 


Our company is the largest producer and seller of 
shel's and ammunition in the world, and it is there- 
fore, naturally, to our interests to do our best to 
stabilize the industry, and to make it fairly profit- 
able for all who are interested either in manufactur- 
ing or selling. 


Any disinterested observer would naturally con- 
clude that when an industry, in the face of an ad- 
vancing market on raw materials, can reduce 
prices 10%, that industry must be making enormous 
profits. This is not true of the ammunition in- 
dustry. The profits have been only fair and reason- 
able, considering the tremendous risk involved in 
manufacturing these goods and also the uncertain- 
ties of the trade. 


To give you an idea of what this reduction means, 
will say that this year alone it will cost the manu- 
facturers, jobbers and retailers at least $5,000,000 
in lost profits, and in the marking down of inven- 
tories. This reduction, therefore, means that not 
only will the manufacturers suffer in their profits, 
but every jobber and every retailer must mark down 
a loss on his inventory of shells and ammunition. 


This drastic cut in prices, for the time being, puts 
the retailer in a position to meet all competition and 
still enjoy a very fair profit on shells and ammunition. 


The object of this Remington Weekly Letter is not 
only to advise the trade of the price reduction, but 
to oat call your attention to the fact that there is 
a $30,000,000 per annum consumer demand for 
lsamienee products. This demand is the result 


The Ten Per Cent Reduction in Prices of Loaded 
Shells and Metallic Ammunition 





REMINGTON ARMS COMPANY, Inc. 





of the quality of our goods, our national advertising 
and our consistent selling policy and fair dealing 
with the public and our customers over a period of 
many years. 


Now that al! brands of shells and ammunition are 
practically on a one price basis, why isn’t it to the 
interests of the retail merchant to concentrate his 
purchases on the Remington brand? Our prices are 
right, our quality is right, our sales d‘stribution 
policy is right, our advertising is right—al! unques- 
tionably creating the greatest consumer demand of 
any brand in the world. 


Why should a retailer multiply his brands? Why 
not concentrate on one brand, reduce investment, 
and add to profits by increasing turnover? 


Offering several brands simply confuses a con- 
sumer. His natural conclusion is if the Remington 
brand is the best brand, why does the dealer carry 
other brands? If you think some other line wi: 
sell better than Remington, we just as strongly ad- 
vise you to concentrate on the purchase of that other 
line. Under present conditions, we cannot see the 
advantage of a retail dealer carrying more tha. one 
line of shells and ammunition. 


In conclusion, let us say that the popularity of 
“Kleanbore” Rim Fire and Center Fire ammunition 
continues. This is evidenced by the constantly grow- 
ing demand for “Kleanbore.” If you do not be ieve 
this statement, check up the demand for brands in 
your own store. Satisfy yourself as to what brand 
is being called for the most often. 


Send your orders to jobbers who carry complete 
stocks of Remington shells and ammunition. DO 
NOT SUBMIT TO SUBSTITUTIONS. _ Instruct 
salesmen to send the REMINGTON BRAND or none. 
This will stop the mixing up of your stock if it is 
your desire to sell only the Remington brand. 


We have all kinds of advertising matter at your 
service. If you decide upon the one-line policy, 
write us direct for store advertising assistance. 


Allow us to again state that we do not sell mail 
order houses. If our goods shou’d appear in their 
catalogues, they are obtaining them indirectly. 


A EVER 


President 






The Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


Telephone, Bowling Green 3392 
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Current Business About Equal to 
Volume of 1928, Say New York Jobbers 


NEW YORK, Feb. 26.—Reports 


on current business vary in this 


market, with the majority, however, stating that current volumes 
compare favorably with the business done during the same period 


of 1928. 


A few prominent distributers find sales slightly below 


the records of last year, but are of the opinion that March will show 
an improvement sufficient to make the record of the first quarter 


satisfactory in the year by year 


comparison. Future business is 


somewhat behind the normal point, but may of course show in- 
creases next month. Practically all prices are firm. Deliveries are 
being made on some spring orders. 

An interesting angle of local conditions is reflected in the building 


permit reports from F. W. Dodge, 
ing and engineering work started 


which are as follows: New build- 
in New York State and Northern 


New Jersey during the month of January amounted to $101,684,200. 


This figure was 26 per cent less 


than the total for December of 


last year and there was a decrease of 22 per cent from the January, 


1928, total. 


Included in last month’s contract total were the fol- 


lowing important classes of work:. $45,770,000, or 45 per cent of 
all construction, for residential buildings; $20,827,500, or 20 per 
cent, for commercial buildings; $20 492,100, or 20 per cent, for pub- 
lic works and utilities; and $5,941,800, or 6 per cent, for educational 


projects. During the past month 


new contemplated projects reported in this area. 


there was $162,308,900 worth of 
The above figure 


was 17 per cent under the amount reported in the preceding month 


and it was 47 per cent less than 
of last year. 


AMMUNITION.—Last week 
reported that manufacturers had made | 
a 10 per cent reduction on loaded shells 
and metallic ammunition. It is said that 
this decrease may not be of long dura- 
tion and that prices may shortly be 
advanced to the point they were prior 
to this decline. 

BATTERIES.—Steady sale at firm 
prices, with stocks in a satisfactory 
condition. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F. 0. B. NEW YORK: 

-Dry cells, No. 6, ignition type, 
32%c.; No. 7111, same type, 35%c. 
each, | 

Hercules, No. 6, ignition type, 23c. 
each in lots of 50. | 

B batteries, No. 771, 42c. each; in 


units of 5, 39c. each; No. 764 and 768, 
$1.22 each; in units of 5, $1.14 each; 
No. 763, $1.05; in units of 5, 

each; No. 772 (vertical type), $2.06 
each; in units of 5, $1.92 each; heavy 
duty, vertical type, No. 770, $3 each; 
in units of 5, $2.80 each. Layerbilt, 
No. 486, $3.20 each; units of 5, $2.97; 
New Layerbilt, No. 485, $3.22 each; in | 
units of 5, $2.97 each. 


BOLTS AND NUTS.—Normal demand, 
with prices unchanged. Stocks are ad- | 
equate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. 0. B. NEW YORK: 
Carriage bolts, 55 off list. Case 
lots, 60 per cent off list. 
Stove bolts, 80 per cent off list. | 
Machine bolts, 4% by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 
50 per cent off list; 1% to 1%, 30 off 





list. 

Coach screws, 55 off list. Case 
lots, 60 per cent off list. Step bolts, 
50 per cent off list. 


CLOCKS.—Sales volume is fair, with 
prices the same. Stocks are ample. 


jobbers , 


the amount reported in January 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F. O. B. NEW YORK: 


Alarm clocks, Big Ben, $2.29; same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous ‘take same respective 
prices; Ben Hur, $1.76; same lumi- 


nous, $2. 46. 
Blue’ Bird luminous dial $1.76; 
Sleepmeter, $1.40; 


Blue Bird, $1.22; 
Sleepme ter, _ dial, $2.10; 
American, $1.0 
Auto clocks, Ww aeaeton, plain, $1.76; 
same luminous, $2.46. 
FLASHLIGHTS.—Have been quite ac- 
tive at steady prices. Stocks are ade- 


quate. 
JOBBERS’ QUOTATIONS om RE- 


TAILERS, F. 0. B. NEW YORK: 
Flashlights, No. 2602, 68c.; No. 2630, 
84c.; No. 2631, 68c.; No. 2612, $1.10 
No. 2672, $2. 08; No. 2674, $2.08, No 
697, $1.49; No. 2642, $2.73; No. 2644, 
$2.73; No. 2660, 84c.; No. 2634, $1.17; 
No. 3619, _ $1.43; No. 6993, $2.63; No. 
2645, $3.5 Prices are each and net. 


Flashlight assortments, No. 71, 
$6.06; No. 16, $6.06; No. 04, $4.08 each. 


FLASHLIGHT UNIT CELLS. — Re- 


| placement trade continues good. Prices 


and t ex t to | 2 : 
« not expected a of retail business on these lines were 


are the same 
change. Stocks are satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. 0. B. NEW YORK: 


Evere:z ady Flashlight unit cells, No. 
703, Sagi No. 706, 13c.; No. 710, 
68c.; No 734, 40c.; No. 750, 13c.; No. 
761, 19% : No. 950, 6%4c.: No. 935, 
6%4c.; “meg 409, 32%c.; No. 705, 1946c.; 
No. 790, 13c.; No. 791, 13c.; No. 700, 
13c. Prices are each and net. 


ICE SKATES.—With a cold spell of | 
short duration some added activity has 


been reported. The bulk of this busi- | 


ness, however, has been placed. Most 
orders are of a fill-in nature. Prices 
continue unchanged. Stocks are fair. 


JOBBERS’ yg tig’ mp re. RE- 
TAILERS, F. O. NEW YOR 

Ice skates, bode tubular jaan, 
with shoes, aluminum, for men or 
women, $5.25 per pair; same nickeled, 
$6.25 per pair. Racing tubulars, the 
same prices in aluminum finish; 
nickeled finish for men, $6.50; for 
women, $6.25. Men’s sizes, 4 to ii; 
women’s sizes, 3 to 9. 

Club skate outfits with shoes, for 
men, sizes 4 to 11; for women, sizes 3 
to 9, $3.85 per pair. 

Men and _  (»boys, 
skates, 9 to 11% in., cast steel pol- 
ished runners, 84c. per pair; same 
nickel plated, $1.31 and $1.69 per pair 
respectively. 

Women’s club skates, leather back 
strap, cast steel runners, $1.12 per 
pair; same nickeled, $1.44 per pair; 
same hockey model, $1.57 and $2 per 
pair respectively, 8 to 11 inches. 

Extension bob skates, 6 to 9 inches, 
45c. per pair. Skate keys, 5c. each; 
skate holders, $5.25 each. Skate 
sharpeners, 18%4c. each. 

Ice creepers, No. 1, 13%c. per pair; 
No. 3, 15%c. per pair, and No. 9, 32c. 
per pair. 


NAILS.—Moderate sale reported, with 
stocks in good condition. Prices are ap- 
parently firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F. 0. B. NEW YORK: 


Common wire nails, bright, 4d, 
$4.25 per keg; 6d, $4 per keg; 8d, 
$3.85 per keg; 16d, $3.75 per keg; 
20d, $3.65 per keg; common wire 
nails, galvanized, 4d, $6.75 per keg; 
6d, $6.50 per keg; 8d, $6.35 per keg, 
and 10d, $6.25 per keg. 

Wire box nails, smooth, 4d, $4.45 
per keg; 6d, $4.10 per keg, and 8d, 


all clamp club 





| 
| 
| 
| 
| 





$3.95 per keg. Wire finishing nails. 
bright, 4d, $4.95 per keg: 6d, $4.35 
per keg; 8d, $4.10 per keg, and 10d, 
$4 per keg. Wire finishing nails, gal- 
vanized, 4d, $7.45 per keg; 6d, $6.85 
per keg; 8d, $6.60 per keg, and 10d, 
$6.50 per keg. 


RADIATOR SHIELDS.—Fair orders 
being received. Bulk of this business 
has been done for the season, in the 
opinion of local jobbers. Prices are the 


same. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F. 0. B. NEW YORK: 


Radiator shields, Gem, Bey rH 
No. 1, ; No. y $4.50; N $4.5 

No. 3, $5; No. 4, $5: No. 5, 55 50° No’ 
6, 56." No. 6-b, $6; No. 7, $6.50; No. 8, 
$7. These prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


|/SNOW GOODS — Last week’s snow- 


storm bringing an official fall of nine 
inches gave the long-desired impetus to 
the demand for snow shovels, scoops, 
scrapers and other equipment for the 
removal of snow. The sale of sleds 
showed an interesting spurt. The re- 


| flection of this demand in the whole- 


sale market was light, but the reports 


| very encouraging. There was of course 
| some fill-in wholesale demand, and if 


Reading matter continued on page 68 


the snow continues without early melt- 
ing it is likely that local jobbers will 
also enjoy the benefits of this trade. 
Prices on such goods are not expected 
to change. 

SCREWS.—Reported advance last week 
should have indicated that the advance 
of 5 per cent was only effective on 
brass screws as noted in prices here- 
with. Demand is steady but not heavy. 
Stocks are adequate. 
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Left and Below: FoldeR-Way Hardware as used on 
very high and heavy partition doors. The weight is 
carried on floor crack. 











With this type of FoldeR-Way the doors operate in 
pairs—easily handled by one man. 





The dining room and ballroom shown above can be separated 
or quickly made into one room. 











FoldeR-Way 
METHODS 


ay 2 ING hardware for partition doors that slide 
or fold away requires expert engineering skill. 
Installing partition doors, however, becomes a simple 
matter when FoldeR-Way methods are used. 


No line is more complete, offers more variety, than 
FoldeR-Way partition door hardware. Whatever your 
problem is, from telephone booths to churches, gym- 
nasiums and auditoriums, you are certain of finding 
FoldeR-Way hardware specially designed for any size or 
style of sliding or folding partition doors you wish to 
install. Feel free at any time to consult R-W engineers 
about any kind of door problems. 












Below: With FoldeR-Way hardware as used on smaller size doors, 
the weight is carried on crack at top. 








Left: This type of FoldeR-Way is particularly adaptable for very 
wide doors, each handled as a separate unit. 


The type of FoldeR- 
Way at the left is most 
desirable for school 

* wardrobes, telephone 
booths, etc. 





The R-W book ‘‘Sliding and Folding Partition Door 
Hardware” contains over 100 photographs, drawings 
and diagrams illustrating FoldeR-Way Methods and 
uses. Details of design and engineering are fully ex- 
plained. Let us send you this book. You will want to 
retain it in your files for ready reference. 
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JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F. O. B. NEW YORK: 
Wood screws, flat head, bright iron, 

47%-10-10; round head blue, 42% -10- 


10; round head, iron, nic kel plated, 
27'%4-10-10; flat ‘head, galvanized, 20- 
10-10; flat head, brass, 37%-10-10; 
round head, brass, 3214-10-10. These 
discounts apply to new standard 
screw lists. 

Machine screws, flat and round 
head, brass and iron, 70 per cent 
discount. 


TIRES AND TUBES.—No price 
changes have been announced or ex- 
pected in the near future in this mar- 
ket, according to local jobbers. De- 
mand is fair. 
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JOBBERS’ qeraret TO RE.- 
TAILERS, F. O. YORK: 
Tires and Tu ued imams tires, 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25: 32 x 4 Liberty 
en 20; meaty duty, $12.10; tires, 29 x 
$8; x 6.20, heavy duty, $17.40; 
peor so? bs 3%, $1.40; balloon tire 
tubes, gray, 29 x 4.40, $1.65; 32 x 


VENTILATORS.—Fairly good demand 
at the same prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. 0. B. NEW YORK: 





Continental, metal frame, No. 833, 
$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, $5.50; No. 1145, $6.30; No. 











1437, $7.20; No. 1445, $8.16. Prices are 
per doz., net. 

Coptasontn’ eee frame ventilators, 

Vv $3.66; No. V923, $4. No. 

V937, $4.50; No. V9, $6.16; No. V959, 
$6.75; No. V1587, $5.85; ' No. 1549, 
$7.80. Prices are per dozen, net. 

Diamond E, metal +e No. 61, 
$4.40; No. 02, $4.86; No. 3, $5.60; No. 
1, $5.20; No..2, $5.60; Ne. 3, $6.40; 
No. 4, $7.60; No. 5, $8.40. ces are 
per dozen net. 

No. O01B, $3.60; No. 1B, $4.40. 

Wurldbest.—List prices, No. 2, $2.50 
each; No. 3, $3 each; No. 4, $3.50 
each; No. 5A, $4 each; No. 6A, $4.75 
each; No. 6B, $5 each. These list 
prices are subject to a dealer’s dis- 
count of 33% per cent. 


Cincinnati Business Hampered by Weather— 
Price Changes Numerous 


CINCINNATI, 


(Cincinnati office of HARDWARE AGE) 


Feb. 26.—Improvement is noted in bookings of local 


hardware jobbers, even though the volume of sales cannot be termed 


better than moderately good. 


In general, business is lagging slightly 


behind that in the early months of 1928. 


Continuation of winter weather 
for spring trade. 


has retarded the placing of orders 


The severity of the winter as compared with the 


mildness of temperatures in the past few years has had the conflicting 
effect of stimulating the demand for cold weather merchandise and, at 


the same time postponing the purchase of spring goods. 


modities have been moving in fair 


Changes in prices have been somewhat numerous. 


Shelf com- 


volume. 
There has been a 


general revision in quotations of tires and tubes, some items having 
gone up and others having declined. Guns, loaded shells and ammuni- 
tion have been reduced 10 per cent, while roofing material also has 


dropped to a lower basis. 


Common wire nails are being sold for a 


nearby city by jobbers at $2.60 per keg, but local warehouses are hold- 
ing to $2.95. The situation in poultry netting and wire cloth is far 
from satisfactory, with prices so low that profit margins have been prac- 


tically eliminated. 


The past week brought a large number of Ohio hardware retailers to 


this city to attend the annual State 


convention. The consensus of opin- 


ion was that business to date this year has been from fair to poor, but 


improvement is looked for in the near future. 


The weather has been 


responsible in large measure for less-than-normal trade. 





AUTOMOBILE ACCESS ORIES.— 
There has been a general revision of 
tire and tube prices, some items having 
gone up and others having declined. 
Continuation of winter weather has re- 
tarded the sale of spring goods, never- 
theless business has been fairly good 
for this time of the year. 


BOLTS AND NUTS.—tThe situation is 
unchanged in bolts and nuts, the move- 
ment of which has been rather steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off Tist; stove 
bolts, 20 per cent off list; square, 
hexagon and tap nuts, 60 per cent off 
list. 


BUILDERS’ HARDWARE. — The 
weather has not been favorable for con- 


struction work, and consequently sales 
have been somewhat light. A survey of 
spring prospects in this vicinity, how- 
ever, gives promise of a betterment in 
conditions within thirty days. Prices 
are as yet unchanged, although ad- 
vances are looked for soon in order to 
put jobbers’ schedules on a plane with 
those of manufacturers, who recently 
announced increases. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Sash Welghts.—Sash weights, $1.75 
per doz, 

Inside Sets.—Square bevel 
sets in case lots, $4.50 per doz. 

Butts.—3% in. old copper and dull 
brass butts, 17%c. per pair in case 
lots; sand blast, brass finished butts, 
23c. per pair in case lots. 


FLASHLIGHT BATTERIES. — Sales 
have been fair, and stocks in the hands 
of dealers are light. 


inside 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 19%c. 
—_ small or large monocells, 6%c. 
each. 


GASOLINE LAMP.S—Shipments out 
of local warehouses have been small. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


eg lamp, No. 117, $6.50 each; 
118, $7 each; No. 119, $8 each; 
ow lantetfn, No. 220, $5. 95 each; 
No. 228, $6.30 each; gasoline lamps, 
No. C339, $5.50 each; No. P329, $132 
each; No. 29, $6.75 each: gasoline 
lantern, No. L327, $4.70 each. 


GALVANIZED SPRINKLERS.— 
Spring orders have scarcely begun to 
come in to local jobbers, although busi- 
ness for forward delivery is being so- 
licited. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Four qt. sprinkling pots, $5.25 per 
doz.; 6 qt. sprinkling pots, $5.95 per 
doz.: 8 qt. sprinkling pots, $7.10 per 


doz.; 10 qt. sprinkling pots, $7.90 
per doz.; 12 qt. sprinkling pots, $9.00 
per doz. 


HOES.—Some few orders for delivery 
in the next thirty days have been 
placed with Cincinnati jobbing houses. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

First grade true-tempered socket 
garden hoes in 6 in. size, $9.84 per 
doz.; 6% in., $9.96 per doz.; 7 in., 
$9.96 per doz. 

True tempered cotton hoes in 6 in. 
size, $7.44 per doz.; 6% in., $7.68 per 
doz.; 7 in., $8.40 per doz. 

Black finish hoes in 6 in. size, $6.36 
per doz.; 6% in., $6.72 per doz. 


NAILS.—A jobber in a nearby city is 
selling common wire nails at as low as 
$2.60 per keg, f.o.b. warehouse. Local 
jobbers, however, have not taken cogni- 
zance of this concession and are hold- 
ing to the regular schedule of $2.95. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Common wire nails, $2.95 per keg. 


OIL AND GASOLINE STOVES AND 


HEATERS.—There has been a con- 
sistently good demand for stoves and 
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There’s No Mistaking 


Columbian 
Hardware Dealers can easily point out Colum- > \ 


























bian Rope that is 34 inches in diameter and lar- 
ger, to their customers. And these customers 
will surely recognize Columbian the next time 
they see it by the new 


Red, White and Blue 
Surface Markers 


These markers are a definite guide to 
Quality Rope which both the dealer ¢ 
and the customer will find valua- y é 
ble. No other rope is so quickly f/: 
identified. Send your rope re- 
quirements to your nearest 
Columbian Jobber and haveg 
a supply of the rope, con-47 ly 
taining the new surface #& 
markers as well as 
the famous 7 ape- 
Marker, on 


hand. 





A New Member of the Columbian family 


will soon be annouced. Watch for him 


Columbian Rope Company 
352-80 Genesee Street 
Auburn, ‘‘The Cordage City’’ N. Y. 
Branches;- New York Chicago Boston New Orleans Philadelphia 


OA NGIAN eas RUPE 
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heaters. Prices are firm and un- 


changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Oil Ranges.—Perfection in white 
potcelain with built-in ovens, No. 339, 
with 5 Superfex burners, $140; No. 
279, $120; Puritan, with white por- 
celain with built-in oven, No. 249, 


22. 
Oil Stoves.—No. 74 Perfection, 4 


burners, $29.50; No. 73, Perfection, 
$23.25; No. 72 Perfection, $18; No. 44 





Puritan, 4 burners, $29.50; No. 43 
Puritan, 3 burners, $23.25; No. 42 
Puritan, $18. 

Note.—Dealers’ discounts on Per- 


fection and Puritan brands on net 
purchase of less than $50, 30 per 
cent; on all net purchases, inchading 
and following $50 qualifying order, 
33% per cent. On all purchases 
amounting to $250 or more during 
calendar year, annual bonuses of 
from 2 per cent to 10 per cent will 
be paid, according to volume of busi- 


ness. 
Gasoline Pressure Gas Stoves.— 
Puritan, No. 714, 4 burners, $38; No. 
713, $33; No. 703, 3 burners, $126.50; 
Puritan white porcelain range, with 
built-in ovens, No. 759, $128. 
Ovens.—Perfection, No. 211, 1 burn- 
er, plain door, $2.50; No. 211G, glass 
door, $2.75; No. 122G, 2 burner, glass 
swing door, $6.20; Puritan, No. 42G, 


2 burner, glass drop door, $5.50; No. 
42, 2 burner, steel drop door, $5.25. 


Note.—Dealers’ discount on Perfec- 
tion and Puritan ovens the same as 
on Perfection stoves. 

Wicks.—Perfection and Puritan oil 


stove wicks, $5 per doz.; $60 per 
gross. (Dealers’ discounts the same 
as on Perfection stoves.) 


Oil Heaters. — Perfection portable 
kerosene burning room heaters, No. 
1686, green porcelain, Pyrex globe, 
$16.50; No. 1526, black japan, Pyrex 
globe, $9.75; No. 1530, black drums, 
nickeled trimmings, $9.25; No. 525, 
black drums and trimmings, $7.25. 


Note.—Discounts the same as on 
Perfection stoves. 

Nesco Oil Cook Stoves, 2 burner, 
$18.50 each list; 3 burner, $23.50 each 
list; 4 burner, $30 each list; 5 burner, 
$41 each list. 

High shelves for above, 2 burner, 
$5.50 each list: 3 burner, $7 each HNst; 
4 burner, $8.60 each list; 5 burner, 
$10.50 each list. 

Nesco Rockweave wicks, $3 per 
doz. list; chimneys complete, $2.50 
each list; glass tanks with valves, 


$1.40 each list. 
Nesco stoves and repairs take 3344 
and 5 per cent discount. 


PAINT SUPPLIES.—While the spring 
season has not gotten under way, pros- 
pects are favorable for an active trade. 
Quotations have been fairly steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
80%4,c. per gal.: turpentine, in 2 barrel 
lots, 67c. per gal.; white and red lead 
in 500 Ib. kegs, 13%c. per Ib., less 10 
per cent. 


RADIO BATTERIES.—Demand from 
rural communities has been sustained 
at a fair rate, and jobbers have en- 
joyed a substantial trade during the 
past winter. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Net price Net price 
each, less each, in 


Stock No. unit pkg. unit pkg. 
Super B bat., No. 21308 $3.20 $2.97 
Super B bat., No. 22308 2.22 1.06 
B batteries, No. 10308 2.81 2.63 
B batteries, No. 2308 1.88 1.75 
B batteries, No. 5308 1.88 1.75 
B batteries, No. 2158 1.31 1.22 
B batteries, No. 2156 1.31 1.22 
C batteries, No. 2370 3 35 
A batteries, No. 6 .40 3514 

Note.—Nos. 21308, 5308, 2158 and 


2156 are in unit packages of 5: Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10: No. 6 is in unit pack- 
ages of 50. 


per prices. 





RADIO TUBES.—There has been a re- 
duction in the price of radio tubes, ef- 
fective Feb. 15. The new schedule of 
quotations is published below. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

MX199 general purpose tubes, $2.00 
each; MV199 several purpose tubes, 
$2.00 each; MX201A general purpose 
tubes, $1.40 each; MX201B general 
purpose tubes, $2.50 each: MX200A 
detector tubes, $4 each; MX240 high 
Mu tubes, $2 each; MX112A power 
amplifiers, $2.50 each; MX171A, power 
amplifiers, $2.50 each; MxX280 full 
wave rectifiers, $3.50 each; MX281 
half wave rectifiers, $7.25 each; 
MX226 amplifiers, $2.00 each; MY227 
detectors, $3.00 each. 


RAKES.—Spring business is somewhat 
slow in getting started, although book- 
ings in the next few weeks should be 
good. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Trade-tempered true grade 12-tooth 
rakes, $9.12 per doz.; 14-tooth, $9.84 
per doz.; 16-tooth, $10.50, per doz.; 
competition grade, 12-tooth rakes, $5 
per doz.; 14-tooth, $5.25 per doz. 16- 
tooth, $5.85 per doz. 


ROLLER SKATES.—Sales are holding 
up well for this time of the year. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.43 per pair. 


ROOFING MATERIAL.—Still further 
reductions are announced in roofing pa- 
The weather has not been 
propitious for sales, but the outlook for 
sales is encouraging. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper.— Light, standard, 
80c.; medium standard, 95c.; heavy 
standard, $1.10; light Holdfast, $1; 
medium Holdfast, $1.25; heavy Hold- 
fast, $1.50; K red and green: slate 
surface, $1.85. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, elastic, 1 
Ib., 12%4c.; in 5 Ib. cans, 9c. per Ib.; 
in 10 lb. cans, 9c. per Ilb.; in 25 Ib. 


cans, 8c. per lb. Certainm-teed ce- 
ment, 36 Ib. to the case, $4.25 per 
case; in 5 lb. cans, 12 cans to the 


box, 8%c. per lb.; in 10 Ib. cans, 6 
cans to the box, 74%c. per Ib. ‘ 


ROPE.—Prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Ocean manila rope, 21%c. per Ib.; 
sisal rope, 13%c. per Ib. 


SHELLS AND AMMUNITION.—Job- 
bers have reduced prices of guns, 
loaded shells and ammunition approxi- 
mately 10 per cent. 


SANITARY PRODUCTS. — Bookings 
have been sustained at a fair level, and 
prices are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
* Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. De- 
solvo, triple strength, 16 oz. size, case 
of 2 dozen cans, $4 per doz.; half 
gross lots, $3.75 per doz.; in gross 
lots, $3.50 per doz. Desolvo, triple 
strength, in 2 lb. cans, case of 1 
doz. cans, $7 per doz.; and gross 


lots, $6.50 per doz. 
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Kloset Klean, 22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 


Tubola, 12 oz. cans, less than case 


lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots $2 
per dcz. 


Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 4% oz. size, 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz. and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Hercules tile and porcelain clean- 
er, $2 per doz.; in gross lots, $1 per 
doz. 

Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 and 3 doz. cans to a carton, 
$3.50 per doz. 

Economy plumber, drain _ pipe 
cleaner, $2 per doz. 1 lv. cans. Same 
in 2 lb. cans, $3.90 per doz. The 1 Ib. 
size is packed 1, 2 and 3 doz. to a 
carton. The 2 lb. size is packed in 
1 and 2 doz. cartons. 


SCREWS.—A slight alteration in the 
price of brass screws has been made by 
local jobbers. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: ; 
Flat head bright screws, 60 and 5 
off list; flat head blue screws, 50 and 
10 off list; round head blued screws, 
50, 10 and 5 off list; round head brass 
screws, 50 and 2% off list; bright 
wire goods, 85, 20 and 5 off list. 


SCREEN DOORS AND WINDOW 
SCREENS.—A few orders are being 
placed for screen doors and window 
screens, but spring buying has rardly 
got started yet. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 
Screen Doors.—No. 241, 2 ft. 6 in. 
x 6 ft. 8 in., $18 per doz.; No. 281, 2 
ft. 6 in. x 6 ft. 8 in., $19.10 per doz.; 
No. 314, 2 ft. 6.in. x 6 ft., 8 in., $25.75 
per doz.; No. 355, 2 ft. 6 in. x 6 ft. 8 
in., $33.35 per doz.; No. 315, 2 ft. 6 
in. x 6 ft. 8 in., $32.65 per doz.; No. 
315, galvanized, 2 ft. 6 in. x 6 ft. 8 in., 
$32.95. per doz. 


Window Screens.—No. 1833, $4.30 
per doz.; No. 2433, $5.15 per doz.; 
No. 2437, $5.40 per doz.; No. 3037, 


$6.90 per doz.; No. 3637, $8 per doz. 


VENTILATORS. — Business in this 
commodity has been about normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Continental ventilators, wooden 
type, No. 923, $3.65; No. 9387, $4; No. 
949, $5.50; No. 959, $6.05; No. 1537, 
$5.25; No. 1149, $7.10, and No. 836, 
$3.35, all prices per doz, 

Continental ventilators, metal type, 
No. 833, $4.60; No. 837, $4.75; No. 
1137, $5.30; No. 1145, $6.35; No. 1437, 
$6.90, and No. 1445, $7.80, all prices 
per doz. 

Diamond E ventilators, all metal 
type, No. 01, $4.40; No. 02, $4.80; No. 
03, $5.60: No. 1, $5.20; No. 2, $5.60; 
No. 3, 6.40; No. 4, $7.60; and No. 5, 
$8.40.. All Diamond E prices are per 
doz. 

Wurldbest, list prices, No. 2, $2.50 
each; No. 3, $3 each; No. 4, $3.50 
each; No. 5A, $4 each; No. 6A, $4.75 
each; No. 6B, $5 each. These list 
prices are subject to a dealer’s dis- 
count of 33% per cent. 
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to the Dealer 


EN we were youngsters, we re- 
garded our birthday as a sort of 
small edition of Christmas and 

looked forward to receiving gifts suitable 
for such an important event. The high 





Spot of the day, however, was when 
mother brought in the Birthday Cake. 
The Geo. Worthington Co. hasn’t paid 
much attention to its birthday in the past, 
but when 1929 rolled around, and we 
realized we had been distributing hard- 
ware for one hundred years, we thought 
it was high time to do a little celebrating. 
So we decided to have a Birthday Cake, figuratively speaking, and let all our 
friends celebrate with us. This “Cake” is The Worthington Anniversary 
Specials—the biggest value in business getting, quick profit merchandise 
which has ever been offered the Retail Hardware Trade. 

The goods themselves consist of items carried in all of our many different 
departments. Everything about them is special, not only the price, but the 
way they are finished and put up. In other words, they are goods which can 
not be duplicated elsewhere. 

The dealer who puts in a line of these Anniversary Specials, properly displayed 
and plainly priced, will find himself well repaid. He will be able to meet, 
unafraid, the keenest of present day competition, and will build up the confi- 
dence of his trade to a point where they will look to his store as The place to 
buy Honest Merchandise at better than Honest Prices. 

To the Specials already announced, we will add, from time to time, other 
seasonable items, so you will be able to offer these exceptional values to 
your trade during the entire year of 1929. 

For prices and full particulars regarding the Anniversary Specials, ask our 
representative the next time he calls. Also watch for the announcements 
which we will mail out to you from time to time. 

Make 1929 the Biggest Year in your history. You can do it swiadhs Worthing- 
ton Anniversary Specials. 


The Geo. Worthington Co. 
Cleveland 
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Cutting the Birthday Cake and What It Means 
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Atlanta Reports Heavy Buying in Futures— 
Prices Are Steady and Firm 


(Atlanta office of HARDWARE AGE) 

ATLANTA, GA., Feb. 19.—Atlanta hardware jobbers report busi- 
ness as being on a very steady basis at the present time. No doubt 
unfavorable weather conditions have tended to check the upward 
trend in increased sales that have been noted since Jan. 1. Condi- 
tions in general, however, continue to appear favorable and the out- 
look for the future is promising. Future bookings show heavy 
buying in spring and summer merchandise such as garden tools, re- 
frigerators, ice cream freezers, poultry supplies, etc., and indicates 
that dealers are anticipating a good spring business. Jobbers’ sales 
are running just a little below that of last year at this time, but with 
the ending of their fiscal year May 1, the year’s business is expected 
to exceed that of last year. 

No recent price changes have been reported and the market in 
general seems to have a firm tone. 

Collections previously reported as being fair show no improve- 
ment. 


Light cotton hoes first quality. 
Per 


Short shank hoes first quality. 
6% x4% 


HOE HANDLES.—Hoe handles are 
moving well. 

JOBBERS’ QUOTATIONS TO RE- 
Mn sar F.0.B. ATLANTA, GA.: 

5 ft. G. hoe handles plain, $2.00 
per doz.; s ft. G. N. hoe handles 
with ferrules, $2.40 per doz. 

PLOW GOODS.—Big demand for all 


plow goods. Stocks in good condition. 





ALUMINUM WARE. — Business is | base per 100 lb. Small wagon rivets 


: . t 60 per cent. 
good, with stock full and prices firm. pe a : i 
senting GubtaTIOns 70 hi. CLOCKS.—Moving only fair. Stocks 


TAILERS, F.O.B. ATLANTA, GA.: are complete. 


Qt. 

b—Tea kettles 
6%—Tea kettles 
4—Convex kettles 
6—Convex kettles 
s—Convex kettles 
2—Percolators 
3—Percolators 
8—Water Pails 
10—Water Pails 
2—Dairy Pans 
3—Dairy Pans 
4—Dairy Pans 
2%4—Pitchers 
4—Pitchers 
10—Dish Pans 
14—Dish* Pans 
17—Dish Pans 





CORRUGATED ROOFING.—Sales in- 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 


American Alarm 
Big Ben Plain 

Big Ben Luminus ... 
Baby Ben Plain 
Baby Ben Luminus 
Ben Hur Plain 

Ben Hur Luminus 
Blue Bird 

Black Bird 
Sleepmeter 
Jack-O-Lantern 
Pocket Ben Watches 
Glo Ben Watches 


JOBBERS’ sete TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

W. B. Boy Dixie plows, $3.75 each; 
WB Farmers Friends, $4.67; WB Lit- 
tle Giant, $4.67; Georgia Cracker 
garden, $3.33; plain spring tooth cul- 
tivators, $5.25; Little Joe harrows, 
$4.42; 50-tooth drag harrows, $21.35; 
60-tooth, $24.60; 39-tooth weeders, 
$13.75; 7-knife stalk cutters, $52.40; 
9-knife, $52.95; Dow Law _ cotton 
planters, $6.25; chain guano distribu- 
tors, $8.00; Knocker guano, $8.00; 
Georgia stocks, i in. ft., $2.33; 5-16 
in., $2.38; 3-8 48: Universal 
ras bent me $2. 53; welded foot, 


Georgia stock handles No. 1, $8.00 
per dozen; extra long No. 1, $8.75; 


dicate only a fair demand. Jobbers’ 
stocks are complete. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 
$4.00 per square is quoted, with 10 


cents added for 11 and 12 ft. lengths. 
COTTON COLLARS.—There is a good TAILERS, F.O.B. ATLANTA, GA.: 
Cotton.—Cotton rope is quoted at 


Humane. back bands demand for cotton collars. 28c. to 36c. per pound. 
Big Six back bands JOBBERS’ QUOTATIONS TO RE- Manila.—% and larger, 25c. per Ib.; 
Back Band Webbing TAILERS, F.O.B. ATLANTA, GA.: %, 26c. per Ib.; %, 27c. per Ib.; %, 
28c. per Ib.; 5-16, 29c. per Ib.; %, 
29ce. per Ib. 
SAWS.—Business on saws is only fair. 
Stocks are complete. No change in 


price. 


rough straight plow handles, 4%, 
feet long, $3.62 per single dozen. 


ROPE.—Business has been good on 
rope for past two weeks. 
JOBBERS’ QUOTATIONS TO RE- 


BACK BANDS.—There continues to be 
-a good demand for this line. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. ATLANTA, GA.: 
Per Doz. 

No. 79 hook back bands, 5 in.. $3.75 

No. 122 hook back bands, 5 in.. 3.75 

No. R19 hook back bands -00 


. O—4 


FREEZERS.—Bookings for future de- 
livery are being listed and jobbers re- 
port complete stocks. 


BATTERIES.—Business is normal and 
prices remain the same. 


JOBBERS'’ ere ae TO RE- 
TAILERS, F.O.B ANTA, GA.: JOBBERS’ oyerancns TO RE- 
a's $e° om 06; No. "se ae _ TAILERS, F.O.B. ATLANTA, GA.: 

22, 1.92; y 7 .80; % ane 
$1.14; No. 774, 39 cents; . 763, og Bs _ ys hr Hee . = 
cents; No. 766, $1.30: No. 7 ; t $7.10; 8 qt,’ $9.20; 10 at 
No. 767, $1.92; No. 762, $1.79. at., $13.75: 16" qt. Seven 

No. 6 dry cells, ignition type, unit f = finite 

packages, 32% cents eac 

Flashlight, No. 935, 6% cents each; 
No. 50. 6% cents; No. 790, 13 cents: 
No. 705, 19% cents; No. 750, 13% 
cents; No. 791, 

Hot Shot, No. 1481" $1. ‘67: No. 1661, 
$2. $5.65; 3 qt., $6.75; 


neues. NUTS AND RIVETS.—Bolts $10.45; eit. $15. Ot, $25.90" Seat: 
are moving well. Prices have not an? + at., $4 - t, 94.00: 2 ; 
rc Hy roemre— g Res 
.changed. by 4.00; 8 ott -» $5. 1S. i. ae $6.80; ¢ 
JOBBERS’ QUOTATIONS TO RE- oft 
TAILERS, F.O.B. ATLANTA, GA.: 18 at., "goab0; 2 20 at., $30 


Carriage and machine bolts are list HOES.—Business holding i on hoes, 
less 60 per cent. Nuts list less 60 per Stocks are in fairly good condition 


cent. tove bolts less 75 per cent. 
Tire bolts less 50 per cent. Lag JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 


-bolts 60 per cent. Rivets, large, $4 
Reading matter continued on page 74 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 
‘Simonds’ cross cut saws.—No. 13, 
5% ft., $6; No. 13, 6 ft., $7; . 324, 


14, 6 ft., 
(200, 5 ib tt., $4.50; No. 200; 


White Mountain—1 at., s 85; 2 qt. 
at. 


oa tt: 


oO. 
, $7; No. 8, 5 
STEP LADDERS (PINE) oe 
is fair. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
4 ft., $1.20 each; 5 ft., $1.50 each; 


6 ft., $1.80 each; 8 ft., $2.40 each; 
10 ft., $3.50 each. 
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Theyre ail Prospects for 





Every workman who 

enters your store is a 

prospect for Klein Pliers. 

They all know Kleins and 
Klein quality. With the Klein 
display board on your counter, the 


pliers speak.for themselves. 


Kleins — nationally 
ite wee =f you are not pushing Klein Pliers, you are 
The big campaign 


which is acquemting overlooking an opportunity for increased sales 


throughout t he 
country with 


antsy, wit and Klein Pliers mean a margin of profit that 


means more sales 7 
Campaign towore can well be yours. Your jobber handles 
back of the 


tools you sell. Klein Pliers, the standard since 1857. Be 


sure your stocks are in shape for business this 


spring. 


Mathias in & Sons 
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STOVES.—Business is only fair at this 
time on oil stoves. Stocks are full and 
no change in prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Nesco Oil Cook Stoves, 2 burner, 
$19.25 each list; 3 burner, $25 each 
list; 4 burner, $32 each list; 5 burner, 
$43.25 each list. 

High shelves for above, 
$5.90 each list; 3 burner, $7.50 each 
list; 4 burner, $9.10 each list; 5 burn- 
er, $11.25 each list. 

Nesco Rockweave wicks, $3 per 
doz. list; chimneys, complete, $1.50 
each list; glass tanks with valves, 
$1.40 each list. 

Nesco stoves and repairs take 33% 
per cent discount. 

Perfection.—Oil range, white por- 
celain with built-in oven—No. 339 
with 5 Superfex burners, $143; No. 
279, $123; No. 169 Range, black and 
gray, $100. Stoves—No. 74, 4 burn- 
ore $31; No. 73, $24.25; No. 72 


De asia discount on net purchases 
of less than $100, 30 per cent; on all 
net purchases including and follow- 
ing $100 qualifying order, 33% per 
cent. On all purchases amounting to 
$250 or more during calendar year, 
annual bonuses of from 2 per cent 
to 10 per cent will be paid according 
to volume of business. 

Puritan.—Oil range, white porce- 
Jain with built-in oven, No. 249, $125. 
Stoves, No. 44, 4 burners, $31; 

43, 3 burners, $24.25; No. 42, $18.50. 

Puritan discounts the same as on 
Perfection stoves. 

Puritan Pressure-gas (Gasoline)—. 
White porcelain range with built-in 
oven, No. 759, $132. Stoves—No. 714, 
4 burners, $39; No. 713, $34; No. 703, 
3 burners, $27.25. 

Discounts same as on Perfection 


2 burner, 





tion and Puritan, $3.75 per doz.; $45 
per gross. 

Dealers’ discounts the same as on 
Perfection stoves. 

Perfection. — Portable 
burning room heaters, 
green porcelain, Pyrex globe, $17; 
No. 1526, black japan, Pyrex globe, 
$10.25; No. 1530, black drums, nick- 
eled trimmings, $9.50; No. 525, black 
drums and trimmings, $7.50. 

Dealers’ discounts the same as on 
Perfection stoves. 

Ovens, Perfection.—No. 211, 1 burn- 
er, plain door, $2.60; No. 211G, glass 
door, $2.85; No. 122G, 2 burner, glass 
drop door, $6.70. 

Puritan.—No. 42G. 2 burner, 
drop door, $5.75; No. 42, 
steel drop door, $5.50. 

Dealers’ discounts on Perfection 
and Puritan ovens the same as on 
Perfection stoves. 

Heaters, Cast Iron.—Hot blast, No. 
12, low, $11.35 each; No. 14, $12.10; 
No. 12, regular, $12. 2.65; No. 14, $15; 


kerosene- 
No. 1686 


glass 
burner, 


No. 16, $7.60 oO. 
Box heaters for Eg 18 in, long. 
$3.75 each; 22 in., $5.35; 25 in., $6.05; 
in., $7.15; $8.15; in., 


28 30 in., 
$10.50; 36 in., $11.70. 
Common coal heaters, No. 44, $3.70 
9°55 > 55, $4.45; No. 66, $5.25; No. 

Big Joe heaters, extra heavy sec- 
tion, No. 31, $14.15 each; No. 
$18.10 each. 

Heaters, sheet iron, 17 in., lined, 
$1.35 each; 20 in., $1. 15; 24 in., $4.25. 


STOVE PIPE.—Business is fairly good 
on stove pipe. Prices the same. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 
Smith Multii—29 ga., 5 in., $12.25 
per 100 yd.; 6 in., $13 per 100 yd.; 7 
ag oa $15 per 100 yd.; 7 x 6, $16 per 


“Elbows.—One piece corrugated, 5 





stoves. 
Wicks.—Oil Stove Wicks.—Perfec- 


-» $1. > 5% in., $1.49; 6 in., $1.50; 


” in., 





TRACE CHAINS.—tTrace chains are 
moving well. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. ATLANTA, GA.: 
Per 100 lb. 
NR Se Sgt tiie va cdc k be aauwad $62.50 
Ns dn eeveperev ene ka eee ee ee 69.40 
DNS ostasieaw acs skewness’ 71.25 
NEE Aas Wa rein Cake Se eRe 83.60 
DO si nig oe kin 5a came Moe 87.75 
DS aero re 148.00 


WIRE PRODUCTS.—Wire of all kind 
is moving in big volume. Prices the 
same. 

JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. ATLANTA, GA.: 
Plain Smooth Wire Black Galvanized 
Gage Per 100 lb. Per “ys Ib. 
BLA eas sbsicadkess 3.50 $4. 
ee ee 3.55 +08 
SECS 5 o0'540ks 236 OS 3.60 4.10 
Ae ae 3.65 4.15 
MY ns San veh ca vats aane 3.90 4.45 
WE. banca paoweaeeneees 4.20 4.85 


Barbed Wire.—Per 80-rod spool, 2- 
point light cattle, $2.75; 2-point light 
hog, $3; 4-point heavy cattle, $3.70; 
— — hog, $3.95. 

Wov Wire Fence.—Per 20-rod 
roll, 726- 14, $5.25; — 12, $6; 939-11, 
$7. 85; 1446- 12%, $11 

Poultry and Rabbit.—14 gage fence’ 
per 10-rod roll, 1635-14, $4; 1918-13 
$4.85; 2158, $5.50. 

Steel Fence Posts.—“T” galvanized, 
5 ft., 55¢. each; formed painted, 35c. 
am: “2 galvanized, 6% ft., 65c. 
each: formed painted, 45c. each; ‘“T’’ 
galvanized, 7% ft., 70c. each; formed 
painted, 50c. each; “— gaivanized, 
8 f. 75c. each; formed painted, 55c. 
each. « 

Screen Wire.—12-mesh, black, $1.85 
“3 She mesh galvanized, 
$2.60 per 100 sq. ft.; 16-mesh, gal- 
vanized, $2.90 per 100 eg. t.; 





mesh, bronze, $6.50 per 100 sq. ft. 





PITTSBURGH, Feb. 26.—Hardware business is good, although it 
lacks that life and snap that is so pleasing to distributers. Another 
advance has been made in brass goods. 
is a reduction of 10 per cent in metallic munitions and loaded shells. 
In view of the strongly upward tendency of the metals entéring the 
manufacture of munitions and shells. 
peared; they represent a revision that leaves some types at former 
prices, while others are up 714 to 10 per cent. 
Collections in this area are fair. 


higher. 





Pittsburgh Reports Hardware Trade Good— 
Some Price Revisions Noted 


(Pittsburgh office of HARDWARE AGB) 


A surprising price change 


New padlock prices have ap- 


Brass screws are 





AUTOMOBILE ACCESS ORIES.— 
Chains are moving well, but the sea- 
son’s requirements of anti-freeze rad- 
iator liquids largely have been satis- 
fied. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

Tire Chains.—Lots of 1 to 9 pairs, 
list less 30 per cent; 10 to 49 pairs 
(one shipment), list less 35 per cent; 
50 pairs and over (one shipment), 
list less 40 per cent; adjusters, 50c. 
to 65c. per pair; pliers, 45c. each; 
links, No. 1, $6.50 per carton; No. 2, 
$3.25; No. 3, §3. 

Radiator Compounds. — Denatured 
alcohol, 1 to 4 barrel lots, 60c. per 
gal.; 5 to 9 barrels, 58c.; 10 barrels 
or more, 56c.; Prestone, 1% gal. and 
1 gal. cans, $3.60 per gal.; % gal. 
cans, $3.80 per a 

Spark Plugs.—Lots of 100 or over, 
50c. each; less than 100, 53c. each. 


AUTOMOBILE TIRES AND TUBES. 











Reading matter 


—Demand is only fairly active for tires 
and tubes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Mansfield Balloon 
-—Casings——_, 





Heavy 

Regular Duty Tubes 

Size 4 Ply 6Ply Each 

19 in.—27x4.40 @7.00 or $1.40 
21 in.—29x4.40 7.40 $9.50 1.50 
20 in.—29x4.50 7.95 kus 1.55 
21 in.—30x4.50 8.25 11.05 1.60 
19 in.—28x4.75 9.15 es 1.65 
20 in.—29x4.75 9.55 — 1.70 
21 in.—30x4.75 9.95 ma 1.75 
19 in.—29x5.00 9.90 — 1.75 
20 in.—30x5.00 10.20 — 1.80 
21 in.—31x5.00 10.65 nas 1.85 
22 in.—32x5.00 11.75 ke 1.90 
18 in.—28x5.25 11.10 owe 1.85 
19 in. —29x5.25 11.55 nae 1.90 
in.—30x5. 4 11.90 14.30 2.00 
1 in.—31x5 12.25 14.70 2.05 
ig in.—28x5. 30 12.30 sine 2.20 





continued on page 76 


19 in.—29x5.50 12.65 15.15 2.25 
20 in.—30x5.50 ose 6.05 2.35 
18 in.—30x6.00 16.15 , 2.25 
19 in.—31x6.00 16.65 2.30 
20 in.—32x6.00 16.95 2.40 
21 in.—33x6.00 17.55 2.55 
22 in.—34x6.00 18.25 2.50 
23 in.—35x6.00 19.00 2.55 
18 in.—30x6.50 19.65 2.50 
19 in.—-31x6.50 20.05 2.60 
20 in.—32x6.50 20.30 2.70 
21 in.—33x6.50 20.90 2.85 
18 in.—30x6.75 20.80 2.85 
20 in. —32x6.75 21.95 3.15 
21 in.—33x6.76 22.70 3.20 
20 in.—34x7.30 31.05 3.45 





30x34 Extra Size Cl.. 
30x3% 8. S. ... oe 
32x3% . 
31x4 
32x4 
33x4 
34x4 .. 
32x4% 

233x414 
34x44 
35x4% 
36x41, 
33x5 

35x5 


BATTERIES. een for dry 





cel? 
radio batteries is steady enough, but 
volume is light. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Broken Unit 

Packdges Packages 
OS Sa $2.06 
Ph; POO a eaee scenes sd 3.20 2.97 
Ph Cae tis hate idee 2.06 1.92 
SS: | arr eee 3.00 2.80 
Be. POS Piesisivadcead 1.32 1.14 








HARDWARE AGE for FEBRUARY 28, 1929 




















Our Quality is Superior 
to Our Competition 


E feel that we render the best 
Wiecrvice to our trade and the 

ultimate user by producing the 
best Tubular and Clinch rivets that 
can be made. We have never attempted 
to meet competition by manufacturing 
our rivets to sell at a price. We invite 
a comparative test of the driving and 
setting qualities of our rivets with 
those of other makes. 








Pacific Coast Representative 
J. T. McDEVITT 
Postal Telegraph Building, 
San Francisco, California. 


Otpproved / 


——— by the keenest 
buying brains in the country 








TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


‘The largest 
factory in the 
world devoted 
lo the manu~ 
facture of 








yA ND st" 
svat 


::: oe 
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89 
1.30 
1.30 
1.92 
1.79 

unit 


No. 
No. 
No. 
No. 
No. 
No. 
No. ; dry cells, ignition type, 
packages, 36c. each. 
Flashlights.—No. 
No. 950, 64% c.; No. 
1914c.; No. 750, 13 
Hot Shot.—No. 
$2.37. 
BOLTS, NUTS AND RIVETS.—De- 
mand is steady for small lots, with 
prices showing no change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 

Bolts.—All styles except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 

Nuts.—All styles, 


list. 
Rivets.—Large, $3.50 base per 100 


pieces; small wagon and tinner’s riv- 
ets, 60 per cent off list. 


BRASS GOODS.—Hose nozzles and 
other brass goods of the Sherman line 
are up 7% to 10 per cent in price in a | 
new list dated Feb. 14, supplanting 
one dated Dec. 1, 1928. 


BUILDERS’ HARDWARE.—Demand 
is gaining momentum steadily, al- 
though slowly, with the approach of | 
spring. 
JOBBERS’ QUOTATIONS TO RE-_ | 
TAILERS, F.0.B. PITTSBURGH: 


Butts.—Ball tip, 
and antique copper, 
lots in 3 x 3 in., $18.5 
a x 3% in., $19. 

i 


m2+ 9-2-9 -209 
AA IS on 


935, 6%4c. each; 
Lig 13c.; No. 705, 
No. 791; 13c. 


iat. "$1.67: No. 1661, 


60 per cent off 





plated, dull brass 
less than case 
0 per 100 pairs; 


inges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T, 6 in., $2.30 per doz.; 
8 in., $3.40; in., $5.40: light strap, 
with’ scréws, packed one pair in a 
box, 3 in., $9. 60 per 100 pair; 4 in.. 
$11.60; ght, 2, 3 in., $11 per 100 pair: 
4 in., $12.6 

Hasps. _, we without screws 
single dozen lots, 3 in., 65c. per doz.: 
4 in., 79c.; 6 in., $1.05: safety, 3 in.. 
7c. per doz.: 4%, in. $1.14; 6 in., 
$1.60. 

Garage Sets.—Swinging 
in., $3 per set. 

Lock Sets.—Heavy beveled, Ibriass 
inside, $17 per doz.; front door, $2.50 
per set: steel, inside, $5.25 per doz.: 
front door, $1.65. 


ELECTRIC DRILLS.—Call for this line 


is very constant. 


hinges, 10 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


No. 141, $24 each; No. 142, $32; 
No. 122, $48; No. 562, $35.20; No. 382, 
$41.60 
FILES.—This line sells steadily in this 
territory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Disston, 50 and 10 per cent off list, 
Nie holson’ and Black Diamond 50 per 
cent off list. 


METALLIC MUNITIONS AND 
LOADED SHELLS.—A reduction of 10 
per cent in prices has been announced. 
PADLOCKS.—Revised prices just is- 
sued by almost all manufacturers dis- 
close no change from former prices in 
some styles, but advances of 7% to 10 
per cent in others, chiefly in brass locks. 
PAINT BRUSHES.—Steady increase 
in demand is noted with the approach 
of the painting season. 

PAINTING SUPPLIES.—The weather 
has much to do with business at this 
time of the year, but the fact that it 
has been good on fine days suggests a 
good many jobs waiting on permanent- 
ly favorable weather. Oil is slightly 


higher, but turpentine has eased off a | 


little. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. PITTSBURGH: 
Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, 2 
(white and dark greens, 15c. per gal. 
higher); white lead, 13%c. per Ib. 
in 100-lb. lots; 10 per cent less in lots 
of 50 Ib. or more, and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 74c. per gal. in barrel 
lots; raw linseed oil, 12c. per Ib. 
in barrel lots. 


POULTRY NETTING.—Sales show a 
steady and appreciable gain. Jobbers 


| quote to retailers, f.o.b. Pittsburgh, gal- 


vanized netting 50 and 10 per cent off 
list after weaving. 


| POULTRY SUPPLIES.—This is one ot 
| the really active lines. 
| sonally good. 


Business is sea- 


JOBBERS’ QI'OTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Incubators.—-No. 1. $21 each: No 
2, $24.50; No. 3, $32.55: No. 4, $38.50; 





No. 16E, No. all 
prices net. 
Brooders.—No. i 
118, $12.95; No. 119, $15.75; No. 80, 
$12.25; No. 81, 512.98: No. 101, $18.55; 
No. 102, $22. 50; all prices net. 
Fountains, Etc.—Fountains, 
$l each; feeding troughs, 20c. 
each; mash hoppers, $1.30 to 
each. 
Cel-O-Glass.—In 100-ft. 
per sq. ft.; in 50-ft. rolls 
sq. ft. 


SCREWS (BRASS).—Another advance 
in prices has been announced and job- 
bers now quote retailers, f.o.b. Pitts- 
burgh, flat head at 37% per cent off 
list and round head at 32% per cent off 
list, an advance of 2% points. 


WIRE PRODUCTS.—Business is bet- 
ter, but not yet really good. Leading 
manufacturers have announced a re- 
affirmation of present prices on second 
quarter contracts. 
JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.0.B. PITTSBURGH: 
Fence Wire 
per 100 lb. 

No. 6 to 9 gage 

No. 10 

No. 

No. 

No. 


$15.75; 17, $21; 


$10.33 each; No. 


25ce. to 
to S5e. 
$2.10 


12c. 
per 


rolls, 
1244¢c. 


Anne:led Galvanized 
$3.00 45 


sarbed. wire 
2-point cattle 
2-point hog 
4-point hog 
4-point cattle 
2-point cattle (special) 


Field Woven Wire Fence, per 100 


No. 


Smaller mesh: 
LO EES Serer cree $37.00 
No. 2048 
No. 2360 
No. 2672 
Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Steel 
Pe Of 
- F aM each 38&c. each 


45c. each 
$3. 


ft. 
Bright nails, base, per keg, 


New England Jobbers Report Some Recession 
in Recent Retail Buying 


(Boston Office of HARDWARE AGE) 


BOSTON, Feb. 25.—New England shelf hardware jobbers report 


some recession in recent retail buying. 


It is said a falling off -in 


bookings might naturally be expected under existing conditions, 


however. 


The retailers had their convention in Boston the past 


week and spent comparatively little time in their stores last Thurs- 
day and Friday; many of them are taking stock; others are chang- 
ing over the general layout of their stores; almost all of them are 


handicapped by sickness among employees. 
ness is more serious than most of us realize. 


The prevailing sick- 
Not only are a lot of 


people connected with the hardware business laid up, but large num- 
bers of prospective retail hardware customers. 
Collections are slow to fair, a condition that usually exists during 


February. Other retail lines complain of the lack of business. 


Yet 





with all these adverse conditions the retail hardware dealer is con- | 
fident ‘that improvements will come after this week. 


Read'ng matter continued on page 78 


| 
| 


AUTOMOBILE ACCESSORIES.—Job- 
bers have revised prices on automobile 
tires and tubes. In some _ instances 
values have been marked up, in others 
marked down, and the discount on tires 
has been changed from 5 to 7% per 
cent. Another snowstorm speeded up 
sales of tire chains and anti-freeze 
compounds. 


JOBBERS’ oy pte. J TO RE.- 
TAILERS F.0O.B. BOSTON 


Tires.—Mansfield line, heavy duty, 
straight side, 30 x 748 in, es 85 each 
; 31 x 4 in., $10.8 x 4 in., 
; 33 x 4 in., Siete: 3 x 4% in., 
5.55; 33 x 5 in., $21.15; 35 x 5 in., 

$22.70. Discount 7% per cent. 
Tires.—Mansfield line, balloon, 27 x 
4.40-19, each list; 29 x 4.40-21, 
$7.40: 30 x 4.50-21, $8.25: 30 x 5.00-20, 
$10.20; 31 x 5.00-21, $10.65. Discount 


iY per cent. 
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Built for enduring service—and for greater volume of water from either 
shallow or deep wells, Myers Defiance Pump Standards are the logical choice 
of those who are discriminating. From tip to tip, every feature, every inch of 
construction, is designed for severe and lasting use. Whether operated by 
hand, windmill, pumping jack or other power—whether installed on the inside 
where protection is afforded or on the outside where exposure to the elements 
occurs—Myers Defiance Pump Stands qualify. You owe it to yourself and 
to the trade you serve to thoroughly investigate this superior line of up-to-the- 
minute pump stands. Write or wire. 


TH F.E.MYERS & BRO.S¢o: 


ASHLAND, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose. 
WATER SYSTEMS-H HAY and GRAIN UNLOADING TOOLS - BARN, FACTORY and 
GE DOOR HANGERS: STORE LADDERS, Etc. 
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Tires.—Mansfield line, balloon, six- 
ply, 3 30 x 4.50-21, $11.05 each list; 30 x 
5-20, $14.30; 30 x 5.50- 20, $16. 05; 35 
x 6.00- 23, $19. Discount 1% per cent. 
Tubes.—Mansfield line, 12 to the 


carton, 27 x 4.40-19, $15.60 per car- 
ton list; 30 x 4.50-21, $18; Discount 
10 per cent. In less than carton lots, 


10c. per tube should be added to the 
cost. 

Tubes.—Mansfield line, six to the 
carton, 30 x 4.75-21, $9.90 per carton 
list; 31 x 5.00-21, $10.50; 30 x 5.25- 
20, $11.40; 29 x 5.50-19, $12.90; 30 x 
5.50-20, $13.50; 30 x 6.00- 18, $12.90; 
31 x 6.00-19 $13.20; 32 x 6.00-20, 
$13.80; 33 x 6.50-21, $16.50. Discount 
10 per cent. In less than carton 
_ ise. per tube should be added to 
the list. 


BOTTLES. — Manufacturers of the 
Thermos line of bottles have a new as- 
sortment consisting of bottles, fillers, 
lunch kits, corks, etc., that is attracting 
some attention among retail dealers. 
The assortment costs the retailer $65. 
The demand for bottles in general is 
fair. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Botties.—Steel shell, with folding 


handle, nested drinking cups, No. 
521, $12 per doz., net; No. 522, $20; 
No. 571, $16; No. 572, $24. Brass 
shell, folding handle, nested cups, 
No. 5191, $18; No. 5192, $28; No. 591, 
$20; No. 592, $30; No. 581, $22; No. 
582, $32. Half pints, for school kits, 
No. 70, steel, $12. Columbia, pint, 
$9; quart, $17.50. Assortments, util- 


ity pint, $7; utility quart, $11. Uni- 

versal, No. 1975, six pints and six 

quarts with free goods, $19.75 net. 

Fillers.—No. 00, $8 per doz. net; 

No. 01, $8; No. 02, $14. 
CROWBARS.—Instead of selling crow- 
bars at so much per pound as hereto- 
fore, jobbers now quote by each piece. 
Revised prices follow: 


JOBBERS’ apf ee od as RE- 
TAILERS, F.O.B. BO 


Crowbars. — Wedge is. 10° ‘Ib. 
bars, 88c. each net; 14 Ib., $1.12; 18 
Ib., $1.50; 20 Ib., $1.75. Pinch point 
4 Ib. bars, _70c. each, net; 6 Ib., 


70c.; 8 Ib., T4e. 


DISPLAY TABLES.—Despite the gen- 
eral cry among retailers of slow busi- 
ness, many of them are revamping the 
layout of stores and investing in dis- 
play tables and similar goods. 


JOBBERS’ typ te ed TO RE.- 
TAILERS, F.0O.B. BOST 
Display Tables.—No. ang $30 each 
net; cutlery display, $45; screw ca- 
binet, $5.25; bolt and nut unit, $43.20; 
counter merchandiser with glass 
divider, $11.25; screen back, $12: wall 
brackets, $5.25 per carton; counter 
nail bins, 27 bins, $123.75; 18 bins, 
$86.25; 9 bins, $45; nail boxes only, 
$2.63 each. 
ELECTRIC FANS. — Jobbers have 
started their annual campaign to round 
up orders for electric fans to be deliv- 
ered later in the year. Some new types 
are being shown to the retail trade. 
Prices on the old standard lines remain 
unchanged. 


JOBBERS’ ype esd _— RE- 
TAILERS, F.O.B. BOSTO 





Electric Fans.—Polar line, No. B60, 

in., new type, in lots of less than 
12, $2.75 each net; in lots of 12 or 
more, $2.65. No. B68, 10 in., in lots 
of less than six, $4.65; in lots of six 
or more, $4.35. 


PICKS AND MATTOCKS.—Jobbers, in 
some instances at least, now quote picks 
and mattocks at so much each, instead 
of by the pound and discount as hereto- 
fore. The net cost to the retail dealer 
remains unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 


Picks.—Contractors’, 7 pounders, 
$11.10 per doz. net; 8 pounders, 
$11.70; 9 pounders, $13; railroad, 5 


pounders, $7.90; 6 pounders $8.25; 
pounders, $8.50. 


RADIO TUBES.—Lower prices, effec- 
tive Feb. 15, are reported by jobbers. 
Retailers will find little difficulty in se- 
curing all the tubes they now require. 
Late last year the manufacturers of 
tubes fell far behind on deliveries to 
jobbers. 
JOBBERS’ QUOTATIONS | TO RE- 


TAILERS, F.O.B. BOST 
autho Tubes.—No. UX201A, 9lc. 
net; No. UX200A, $2.28; No. 
UN1IZA. ‘$1.63; No. UX171A, $1.63; 
No. UV199, $1.47; No. UX199, $1. a: 
No. UX120, $1.63; No $1.63; 
No. WX12, $1.63; No. UX26B, $4. 38: 


No. UX286, $2.28; No. UX226, $1.30: 
No. UY227, $1.95. 
RAZOR BLADES.—Retailers’ interest 
in razor blades has been stimulated by 
the introduction of a new kind, the 
Twinplex Lecoultre, which is made to 
fit the Gillette type of razor. The new 
razor blades come five in a pack, 20 
packs to a display card or in a carton. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. 
Razor Blades. rot nant "tke blades 
to the pack, 37%c. per set net; 10 
blades to a pack, 75c. per set; carton 
price is 10 per cent beyond these 


prices. Twinplex Lecoultre, five 
blades to the pack, 35c. per set net. 


ROOFING MATERIAL.—Jobbers inti- 
mate that prices for some kinds of 
roofing material will be changed slight- 
ly within the near future. They do not 
go into details, however. All kinds of 
roofing material are in moderate de- 
mand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOS TON 
Roofing Paper.—Rolled, dneoth sur- 
face, heavy, $1.75 per roll net; extra 
heavy, $2.05: medium, $1.30; light, 
90c. Mineral surface, $1.80 to $1.95. 
Building Paper.—Sheathing, 30 Ib. 


rolls, 90c. per roll net; 40 Ib. rolls, 
$1.80: 20 Ib. rolls, $1. Red rosin, 20 
lb. rolls, $63 a ton net; 25 Ib. rolls, 
$63. Asphalt felt, 65 Ib. rolls, $65 a 
ton net. 

Shingles.—Hexagon, three-tab, 10 
in., $3.84 per square, net; 12% in., 


$4.80. Giant, individual green, $6.65; 
colored tint, $6.99. Standard  indi- 
vidual, $5.40 per square, net. 

Roof Coating.—No-Tar-in., black, 
one gal. containers, $1.25 each, list: 
five gal. containers, $1.10 per gal.: 25 
gal. containers, 80c. per gal.; 50 gal. 
containers, 75c. per gal. Red, one gal. 





containers, $2 each list; five gal. con- 
tainers, $1.85 per gal. Discount, 40 
per cent. 


ROPE.—At least one jobber has discon- 
tinued quoting rope at a base price and 
then asking differentials. Heretofore 
the base price on rope was figured on 
material of % in. diameter or 2% in. 
circumference. Now the various sizes 
are quoted on a net basis. There is 
no difference in the cost to the retailer, 
but the new price method greatly sim- 
plifies the purchase of rope. 


SHEARS.—Shears of all kinds, but 
more particularly pruning varieties, are 
in very good request, according to job- 
bers. Most of the big buyers of shears 
covered their requirements some weeks 
ago, consequently current demand 
comes largely from the smaller retail- 
ers. A new grass shear with 30 in. 
handles that retails at $1.75 per pair 
and costs the retailer $14 a dozen, is at- 
tracting attention. 


JOBBERS’ ee eh ye RE- 
TAILERS, F.O.B. BOST 


Pruning Shears. —No. oie $4 per 
doz. net; No. 0, $4.50; No. Jo, $5; No. 
23, $6: No. 65, SF 50; , $8; No. 


No. 

40, $15; No. 290, $22. 50; ne * 240, $18. 
French wheel, ‘No. 8, $20 per doz. 
net; No. 9, $23; No. 39, $9. 
Grass Shears. — Special, $2.50 per 
doz. net; No. 1, 5 in. blad e, $2.75; 
No. 1360, 54%4-in. blade, $4; No. 1267E, 

5-in., $6; Disston, No. 1105, 7-in. 
blade, $11.75; Graham, shear pattern, 
No. 017, $6; No. 117, $7.50; Hy-Lo, 
30-in. handles, $14. 
Shears.—Lawn, No. 106, $2.50 each 
net hedge, 100L, $1; No. 100, 
7-in., $1.30; 9-in., $1.65; No. 101, 9-in., 
$1.75; . No. 104, 9-in., $2.50; No. 
105, 9-in., $2.90; No. 2, 90c. Ladies’ 
or rose, $6 per doz. net. No. 117, $8. 


STOVE BOARDS.—Jobbers recently 
revised upward quotations on stove 
boards. Owing to the lateness of the 
season for such merchandise, however, 
the advance is not as important to the 
retailer as though it had been made 
earlier. 

JOBBERS’ ee on TO RE- 
TAILERS, F.0.B. BOSTO 

Stove Boards.—Paper oe square, 

28 x 28 in., $10.40 per doz. net: 30 x 
30 in., $12; 32 x 32 in., $14.40. Wood, 
square, 28 x 28 in., $19.20 per doz. 
net: 30 x 30 in., $22.50; 33 x 33 in., 
$26.50. 
STOVE PIPE.—Jobbers are canvassing 
the retail trade for stove pipe orders 
for fall, 1929, delivery. They intimate 
a change is coming in prices, but are 
not prepared to give details. 
WEDGES.—The cost of wedges has 
been raised slightly by jobbers. New 
prices follow: 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON: 
Wedges.—Saw, % Ib., 27c. each -net; 

. Ib., 33c.; 2 Ib.; 38c. 
Truckee, 3 Ib., 35e. : 4 Ib., 42c.; "5 Ib., 
Square ‘head, 4 Ib., 


34c.: 5 Ib., 41c.; 6 Ib., 48c. 





Sign in music store: 
“Kiss the Girl You Love” 
others just as good. 


and many 


“IT never worry about my husband be- 
ing in an accident when he doesn’t get 
home on time.” 

“IT must get mine to take out more in- 
surance, too.” 





Just because the girls laugh at your re- 
marks is no proof that you're witty. Per- 
haps they have pretty teeth. 


When Major Fitzmaurice, the Irish At- 
lantic flyer, was asked the usual question 
as to what impressed him most in Amer- 
ica, “The fat Irishmen,” he replied. ‘‘We 
have none at home.” 





Artist: “My friends assure me that 
this is one of the best landscapes I ever 
painted, if not one of the best ever painted. 
Ten thousand wouldn’t buy it.” 

Mr. Antique: “Gosh, neither would I.” 





I’d like to be an elephant 

At least for one whole day, 

And you could guess what I would do 
When a “road hog” came my way. 
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Everybody’s Business 


(Continued from page 51) 


ered with canvas, and left to the mercy of the elements. 
As much misery resulted throughout America’s greatest 
farming region as if the wheat crop had been a total 
failure. 

Efficiency in railroad operation has doubled and 
tripled. In our country at present only seven men are 
required in the maintenance of a one-mile stretch of 
track. In France, the same job takes 12 men; in Ger- 
many, 27, and in England, 34. Our railroads, while 
handling far more freight, employ 200,000 fewer men 
than they did 10 years ago. The present coal bill is 
$80,000,000 less than it would be if the methods of 1920 
were still in use. Curves have been cut and grades 
reduced so that freight cars cover 30 per cent more miles 
per day than they did at the end of the war. 

Thanks to the partial clearing up of the railroad prob- 
lem, we have eliminated thousands of delays and dis- 
appointments to buyers and sellers. 

Today, when there is a bumper crop in any section 
of the country, the railroads join hands in the crisis. 
That happened recently in Kansas in the movement of 
wheat. Thousands of cars were rolled into the State 
without any reference to ownership, and more than 1000 
carloads of wheat started for market every 24 hours 
until the gigantic task of moving the crop had been 
accomplished. American railroads are now saving ship- 
pers over $1,000,000,000 a year as compared with the 
methods of only a decade ago. 

Gas-electric buses are commencing to dot the high- 
ways. These resemble trolley cars in appearance, carry 
40 passengers and have the driving mechanism mounted 
beneath the body instead of within the hood. New air- 
plane devices are changing aeronautics practically over- 
night. One such apparatus is in the nature of an aux- 
iliary wing, which gives the plane a grip on the air in 
case the motor stalls and the machine starts to drop. 

A new gasoline gage will not freeze or break, and will 
record within one-eight of an inch the exact amount of 
gasoline in an airplane tank. 

We are coming rapidly to airplanes that will be silent 
and invisible. Already a new German paint makes big 
planes elusive to sight when flying against a background 
of cloud. Other engineers have made progress in over- 
coming the tell-tale shadows which show up under the 
wings, making planes visible from the ground. It is 
terrifying to think of another war carried on by machines 
that could rush through the air unseen and unheard. 
Recent bombing planes have a speed of two miles a 
minute and carry a ton of explosives in addition to five 
machine guns. 

The status of aeronautics 10 years hence is beyond 
present conception. Already the drone of an approach- 
ing airplane motor can be utilized to throw a switch con- 
trolling the floodlights at an airport. Great beacons send 
fingers of light seventy miles through the darkness of 
night. A remarkable radio device will soon make it un- 
necessary for a pilot to fly blind at night or during a 
fog. With this system in actual operation, two white 
lines on a black dial will shrink or extend unequally 
before his eyes, telling him whether he is flying to the 
left or right of his course. 

Truly we are passing into a period that will disclose 
mechanical achievements surpassing everything that has 
gone before. It is an age when it pays to know not 
only our own business, but as much as possible concern- 
ing the things that are happening on every side of us. 











HINGE 
SHOCK 


and how 
to cure it 








Prescribe 


RIXSON 
No. 38 and 39 


Door Stay 


and 
Holder 


Recommend to hinge customers this 
Rixson Door Stay with curved 
spring arms to absorb shock and 
save hinges. Doors opening against 
inflexible chains, brick reveals, or 
too far against the jamb, bring 
quick deterioration. 


These Stays are also Door Hold- 
ers, No. 38 holding by a thumb 
piece adjustment, and No. 39 auto- 
matically. Add these to the order 
when you sell hinges, and insure 
greater service. 


Write for full description or 
see Sweet’s Architectural Catalog 


THE OSCAR C. RIXSON COMPANY 


4450 Carroll Avenue Chicago, III. 
New York Office, 101 Park Ave., New York City. 


7 














Builders’ Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 

Butts, Pivots and Bolts 
Door Stays and Holders 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction. Hinges 
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“GEM” apsustas.e 
REGISTER 
SHIELDS 


Adjustable 
10 in. to 19 in. 


The average housewife’s hearty dislike of dust, dirt and soot is 
your clue to sell more and still more “GEM” Adjustable Register 
Shields to homes heated by warm air furnaces. They keep the 
dirt down in the basement where it belongs. Retail at: “GEM” 
Floor Shield, Black, $1.25; Ox. Cop., $1.50; 
“GEM” Wall Shield, Black, 65c.; Ox. Cop., 75c. 




















YORK,NY. 






1140 BROADWAY. NEW 


the counter 


Starrett 
Combination 
Square 


- No. 94 


every time? 


2552 








R. MURPHY’S 
STAY - SHARP 


SLOYD 


and 
Manual 
Training 
Knives 














SUCH ’ 
GOOD KNIVES 


to work with they have been 
standard in schools for 78 years. 
Profit by the sale of these excellent 
knives—and the entire R. MURPHY line : 
in your store. You will make friends. Write 
for complete catalog on Kitchen, Shoe, Oyster, 
etc., nives. 


R. MURPHY’S SONS CO., Est. 1850, Ayer, Mass. 











Improved “‘Barnes”’ Type Pipe Cutter 
ARMSTRONG BROS. 


Line of Better Pipe Tools 








from the 





This 3-wheel Barnes type is especially 
adapted to work where the cut- 
ter cannot be revolved en- 
tirely around the 
pipe. 







Bodies of Certified Malle- 
able Iron—Pins of carefully 
hardened tool steel. eels 
of special Alloy Tool Steel 
—Improved Knife Blade 
Design — Cut faster, last 





longer. 








Write for 
Catalog 
P-10 


ARMSTRONG BROS. TOOL CO. 


“The Tool Holder People” 
314 N. Francisco Ave, Chicago, U. 8S. A. 


Comment About Current Ads 


(Continued from page 53) 


Women like full descriptions. This space, three columns 
by 6 inches is ideal for a three-days-a-week schedule. 


Good Selection for Items 


The Nelson Hardware Co. ad is good several ways. 
It is big enough to dominate the newspaper page of 
which it is a part. It is well merchandised; that is, 
wide and interesting variety is known. A few staple 
items would have gone well with those featured even 
though the idea is gifts. 

The copy is well done. 
full of suggestions and ideas for the customer. 
are well placed. 


Study These Points 


While these four ads are for different stores, com- 
bined they are a good week’s set up for a store that can 
advertise four times a week. That is, the size variation 
is good, the featured items in all four would give one 
store a fine showing with the customers over a seven 
day period and the layout and display methods would 
amount to a good week’s variation of physical appear- 
ance. 

Keep in mind though: It’s the values that bring 
response to ads, not the size or display. 


Sentences are short and pithy, 
Cuts 


Color Cards Are Actual 
Paint Samples 


(Continued from page 34) 


lacquer, in much the same manner as these materials 
would be sprayed on any surface. 

For automobile finishes and wherever an especially 
high gloss chip is desired, sheet celluloid is used instead 
of paper. The paint or lacquer is applied to the back of 


the celluloid sheet by spray or brush. When the chips 


are mounted, the celluloid is turned celluloid side up. 
paint side down. The celluloid being transparent, the 
paint Shows through. 

Attempts at automatic mounting machines have been 
made regularly, but with no apparent success. The vari- 
ation in the thickness and weight of the chips seems to 
necessitate direct control by the operator of the time and 
amount of pressure required to get a satisfactory ad- 
hesion of the chips to the cards. Moreover, the small 
size of the chips limits the speed of mounting them, as 
above a certain speed they are apt to turn over in the 
process and either mount color side down or all out of 
line. 

There has been a marked advance in the accuracy of 
color cards and some speeding up of production in the 
last few years. Both have been the result of greater 
efficiency of operators, due especially to the demand for 
year around work, thus providing constant employment 
and minimizing the need for using inexperienced help. 

No important change, however, has been made in the 
general method of making color cards. Some minor im- 
provements, perhaps, such as the use of quicker drying, 
non tacky varnish and advances of this sort have come 
along. But the color card remains to be improved upon. 
For who can substitute a better system for showing a 
paint color than through the paint itself ? 




















HARDWARE AGE for FEBRUARY 28, 1929 


81 





My What a Difference 


(Continued from page 35) 


and look over the cards in comfort. This breakfast set 
is a very Dolly Varden affair but it illustrates a lot of 
possibilities of lacquer decorations without clashes. 

Get your paint department all brushed up and flank 
it with some of the beautifully colored and decorated 
kitchen and household equipment that you sell and the 
women will compliment you, when they enter, with: 

“My, what a difference!” 

And then they will place their orders. 





Selling More Paint in the 
Hardware Store 


(Continued from paae 62) 


Now that we see the need, what is the method planned 
to fill this need?) Well, in the first place, the plan to reach 
these thousands of retail clerks throughout the country is 
to prepare for them six concise and interesting text pamph- 
lets, which will reach them by mail, one each month. These 
books are written from the standpoint of the information 
gathered in the survey and they are so full of meat that 
you will only have to read the first few pages of the first 
book in order to convince yourself that the clerk will finish 
once he has started. The six books will deal with the follow- 
ing subjects: 

. Getting the customer’s viewpoint. 

. Helping the customer to buy. 

. Advising the customer. 

. Overcoming sales difficulties. 

. Increasing the customer’s purchase. 

. Getting more customers. 

All psychological bunk has been eliminated, such as judging 
the buyer’s interest by the wiggle of his ears, etc. To date 
I have read the first three books and I predict that beeause 
of the unusual interest in them, an overwhelming majority 
of those taking the course will finish. 


Plastic Paint New Wall Finish 


(Continued from page 31) 


Aun khwdsd 


of paint. A gallon covers about 200 square feet. A 
pound will cover about one square yard. 

There are three steps to follow in mixing. First break 
up the white-lead with half the flatting oil (3 quarts). 
Second, do the same with the whiting. Third, stir the 
two mixtures together and add drier. The paint is now 
ready for application. 

Only one coat of white-lead and oil plastic paint is 
necessary. Use a full brush, but do not apply the mix- 
ture too thickly. Brush it out to about double the thick- 
ness of an ordinary paint coat. 

“Plastic lead” will remain workable for about an hour 
after application, and should be textured within this 
time. It sets up over night, after which it can be glazed, 
if desired. No size coat is necessary. 

The charm of the plastic paint finishes lies partly in 
their adaptability to color treatment. The paint can be 
tinted before it is applied, or color may be worked in 
during the texturing process, or both methods may be 
combined. If the finished job is a bit rough, it can be 
smoothed off by beine lightly sandpapered. It can also 
be glazed or left as is, according to preference. 

The accompanying illustrations demonstrate what can 
be done with this new development. 








TRADE MARK REC.U.S. PAT. OFF. 


Sun-RED Edge Wire Screen Cloth is 
recognized as the leading product in its 
field—satisfactory to seller and buyer. 


EASY TO SELL 


Comes in one-piece rolls of 100 feet. Self-measured, no 
waste. All standard meshes—Sun-Red Edge, Alumin.\, 
Black Painted and Copper Bronze. Write for details. 


EASY TO USE 


Red Edge makes it easier to measure and cut, prevents 
rust. Sun-Red Edge AluminA last twice as long as 
ordinary galvanized kinds. 


REYNOLDS WIRE CO. 
DIXON, ILL. 











The Best is none too good 


SHARK BRAND 
CHISELS and GOUGES 


BEAR THIS TRADE MARK 
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° Trade Mark 


Beware of Imitations 


h 
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Manufactured by 
E. A. Berg Manufacturing Co., Ltd. 

Eskilstuna, Sweden 
SHARK BRAND CHISELS 
are sturdy and well made and 
craftsmen and lovers of good 
tools appreciate their known 
quality because of their reputa- 
tion. 


— 





Butt Beveled Edge 
Regular Beveled Edge 
Socket and Tanged Chisels 
Common and Half-Round Gouges 


We carry a full line o 
SWEDISH Made TOOLS and HARDWARE 


Order from your jobber today, or write 


SCANDINAVIAN 


WESTERN IMPORTING COMPANY, Ltd. 
107-109 Lafayette St., New York 


509 E. Hennepin Ave. 304 Railway Exehange Bidg. 
Minneapolis, Minn. Seattle, Wash. 








Coristine Bidg. 
Montreal, Can. 
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Michigan Association Convened Feb. 5, 6, 7 and 8 


successful merchandisers of today are 
planning consciously their purchases, 
supported and protected by suitable 
stock control records. “They are not 
guessing at anything,” said Mr. Ross, 
“and many of them know in advance 
just what quantities of certain com- 
modities they should buy. Many. mer- 
chants have adopted certain price lev- 
els and buy merchandise as advantage- 
ously as possible to sell at these price 
levels.” 

The speaker went on to review the 
different factors in a stores’ success, 
such as display, cleanliness, delivery, 
accounting and collections. “The price 
of business success today is utilization 
of brain capacity and application of 
energy,” concluded Mr. Ross. 

Following the talk, a forum discus- 
sion of the various points took place. 
The next speaker on the program was 
Hamp Williams, a past N. R. H. A. 
president, of Hot Springs, Ark. In 
his talk on better merchandising meth- 
ods, Mr. Williams told the dealers that 
“in my opinion within less than twelve 
months, retail hardware chains will be 
formed in many sections of the coun- 


for 
PAINTERS 
DECERATERS 
MACHINISTS 
MILLWRIGHTS 
STEAM 

FITTERS 


NK 


SEND 


FOR CATALOG 
AND LATEST PRICE LISTS 


W. W. Babcock Co., 





(Continued from page 41) 


try. Some will be headed by jobbers, 
some by individuals. There will be 
other chains formed by capitalists, who 
will buy our stores outright and pay 
cash. If we are up-to-date, they will 
employ us as managers; but if your 
store is run down, you have no chance 
to join any chain or combination. 





L. F. WOLF 


“You are mistaken when you think 
that price is paramount. Price will not 
save us, but it will help, and we must 
change our methods to conform with 
present day merchandising.” 


J -UD 


BABCOCK — MEANS 
avy 








Mr. Williams told of the probable 
growth of hardware chains and advised 
members to hold on to their businesses 
if they are making a living, as that was 
more than thousands are doing. 

Following Mr. Williams’s talk, the 
nominating committee brought in its 
report, which was accepted, and all 
elected. Warren A. Slack of Bad 
Axe is president for 1929. Louis F- 
Wolf, Mount Clemens, is vice-presi- 
dent; Arthur J. Scott of Marine City, 
secretary, and William Moore, Detroit, 
treasurer. Members of the executive 
board, with terms expiring in 1931, 
are H. R. Dignan, Owosso; Charles E. 
Sutton, Howell; D. E. Turner, Rud- 
yard; H. A. Schantz, Grand Rapids, 
and A. D. Vandervoort, Lansing. Fol- 
lowing the election and installation of 
officers, the session was adjourned. 

The final session was called to order 
on Friday morning to hear an address 
by Rivers Peterson, editor of Hard- 
ware Retailer, on “Henry Brown, the 
Man.” His talk was followed by the 
report of committees. One of the im- 
portant recommendations was to hold 
the 1930 convention in Grand Rapids. 
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Good nails, like good tools, at- 
tract worth-while customers 
—the kind who buy quality, 
not price, and who come back 
for more. 


Reading Cut Nails will help 
you nail your reputation as a 
quality merchant —at a cash 
profit to yourself. For these 
sturdy, wedge-shaped nails 
make fast friends. -Once rec- 
ommended, they sell them- 
selves over and over again be- 
cause they grip the wood with 
72% moreholding power 
than wire nails, and stay put. 


‘There’s a Reading Cut Nail 
for practically every use. 
Write for our catalog today. 





: > 

i Atlanta Detroit 

f Baltimore Houston 

Boston Los Angeles 
Buffalo New York 

Chicago Pittsburgh 

H Cincinnati Cleveland 

{ 


New Orleans 








READING IRON COMPANY 


Reading, Pennsylvania 


St. Louis 
Tulsa 

San Francisco 
Fort Worth 
Seattle 
Philadelphia 





READING 











Cut NAILS 
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For FOLDING 1180 
SLIDING 


GARAGE DOORS 











Men, alone, don’t buy garage door hard- 
ware—women have a lot to say, too. 
Men ask for mechanical perfection and 


long lasting equipment. Women want 
silence, easy operation and all weather 
service. When women are to be consid- 
ered Allith “1180” usually wins their 
approval. 


“1180” has a wide range of usefulness 
when you consider its adaptability to 
openings 3, 4, 5 or 6 doors. “1180” keeps 
doors weather-tight and heat retaining. 
Can’t jump the track; easily lubricated; 
quickly installed; steel frame, swivel type 
hanger; no side friction. 


Get A-P Catalog No. 97 which gives all 
information and installation views and 
data. 


ALLITH-PROUTY COMPANY 
Danville, Illinois 


Manufacturers of 


Stadium Seat Brackets 


Airport Door Hardware 
Overhead Carriers 


Garage Door Hardware 
Fire Door Hardware 
Spring Hinges 

Industrial Door Hardware 


Certified Malleable Iron Castings 


Rolling Ladders 
Door Hangers 
Malleable Iron Washers 
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Reed and Prince 
wood screws, ma- 
chine screws, cap 
screws and set 
screws. Finished 
plain, nickel, brass, 
copper-plated, 

Sherardized, orhot 
galvanized. Also 
stove bolts, sink 
bolts, hanger bolts, 
nuts, rivets, burrs 
and specialties. 

Millions of product 
—aone standard for 
accuracy ana quality. 


ano» 


REED & PRINCE MFG.CO. 


? WORCESTER, MASS..U.S.A. 
WESTERN BRANCH arCHICAGO-121 NORTH JEFFERSON ST. 
ete et RENAE PIS ACEO 














Rugged strength and 
proven service are 
provided in the com- 
plete line of GRIFFIN 
Garage Hardware 
Sets-used by thought- 
ful builders every- 
where. + + sf 





. PENNSYLVANIA 
Offices_. 

New Y. 45 

| mg W. Randolph St. 


San Francisco. 103 Market St. 
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We are pleased to enclose order for one copy of the 
Ninth Edition of Hardware Age Verified List. 


As you no doubt know, our business is almost exclu- 
sively with the wholesale hardware jobbers and when 
we tell you that our products are found in some 75,000 
stores in the U. S. to which we do not sell direct, you 
can readily understand that we find your Verified List 
of considerable value to us. 


We use it daily, we cannot afford to be without it and 
anticipate an early receipt of a copy of the Ninth Edi- 
tion. 


Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 
CONTENTS OF NINTH EDITION 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c. to $1.00 Syndicate Stores carrying hardware in 
the United States and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers. 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion 
work and also a helpful guide for salesmen’s calls. Every 
manufacturer’s sales manager should have one on his 
desk, and every salesman could profitably carry a copy in 
his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and 
these all appear in the Ninth Edition. 


Hardware Wholesalers and Manufacturers’ Agents find 
Verified List of great value in “checking” their prospect 
records. 


It really is 18 directories in one. 


PUBLISHED ANNUALLY 


Price of the Ninth Edition, 
$15.00 postpaid. 





TYPEWRITTEN MAILING LISTS. We can fur- 
nish you with lists of the principal trades and pro- 
fessions in the United States, Canada and foreign 
countries. Prices quoted upon application. 








ADDRESSING, MULTIGRAPHING, ETC. We 
have facilities for addressing envelopes, cards and 
broadsides from your list; and for multigraphing and 
filling-in form letters. Prices quoted upon application. 











Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 
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PYRENE MFG 


re you gelling 


your share of this 
PROFITABLE BUSINESS 


HERE is a big market for Pyrene 
Fire Equipment among your regular 
customers. 

Every building owner, every house- 
holder, every car owner has real need 
for fire protection. 

Get this profitable business for your 
store. 

Display Pyrene Fire Extinguishers in 
your window and on your counters 
where your customers will see them. 
Talk about them to your customers. 

When you say “Pyrene” they know 
what you are talking about. Pyrene Fire 
Equipment is the best known and the 
easiest to sell. You can make it bring you 
real profits continuously. 

There is a type of Pyrene Fire Equip- 
ment for every hazard. 





NEWARK, NEW JERSEY 


- COMPANY 


Branches: Atlanta + Chicago *« KansasCity + San Francisco 


. 


Makers of Fire Equipment since 1907 
Makers of Gene Tire Chains 
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HUNDREDS OF HARDWARE STORES 
Find Lawn Mower Sharpening Profitable 


These stores have come to realize that many 
first-class lawn mowers they sell fail to give 
good satisfaction simply because of improper 
sharpening. These dealers, by installing an 
IDEAL LAWNMOWER SHARPENER and 
sharpening the mowers themselves, render a 
much wanted service to their customers and 
make liberal profits themselves. 


$1.50 to $2.00 PER MOWER 
for 15 Minutes Work 


Any boy can operate 
the IDEAL. Slip the 
mower into the IDEAL 
without dismantling, 
make a few simple ad- 
justments and in 15 
minutes the mower is 
perfectly sharpened — 
every blade with a true, 
keen edge. The usual 
charge, $1.50 to $2.50 
per mower, is mostly 
profit. 

The IDEAL SHARP- 
ENER requires little 
space, operates from a 
light socket, and its 
first cost is extremely 
low. 


Write for prices and 
full information 


THE FATE-ROOT-HEATH CO. 
901 Bell St. Plymouth, Ohio 


PROYDWUCTS 





Rebertson “Horseshoe Magnet” Hammer 


THE HAMMER 
HOLDS 
THE TACK 


The best permanent magnet hammer on the market. 


A PRACTICAL AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition. 














Name end design trade marks registered U. 8. Pat. Of8. 


ARTHUR R. ROBERTSON, 596 Atlantic Ave., Beston, Mass. 
Sole Manufacturer 














Russell Jennings 
Auger Bits 


by 
Mr. Russell Jennings 
in 1855 








‘letthe _.\ 
vamid Kids 
help You 


Oh! We are the busy “Pyramid Kids” 

With our wonderful PYRAMID CAP; 

Catsup and Root Beer and all kinds of stuff 
Have to be sealed and sealed sure enough, 

Yet the job is a cinch and can’t be me tough 
With our wonderful PYRAMID CAP. 


PYRAMID BOTTLE 
CAPS 


“In Sealed Packages for the Home” 


Wonderful new “Cushion Seal” cork disc remains soft and 
pliable. Special paraffine coating. Laboratory tested. 

If you have never handled Bottle Caps, ask for proposition 
on special display case shipment. 


CROWN CORK & SEAL CO. 
BALTIMORE, MARYLAND 
World’s Largest Bottle Cap Makers 
Including the Famous “Home Use” Brand Cap 














Better Things 
Are Just Ahead 


for the dealer who makes his show windows 
attract customers by the use of the right ma- 
terial. 

The manufacturers who advertise in Herd- 
ware Age will be glad: to supply the needed 
material, and each issue of Hardware Age 
will furnish you with examples of effective 
window displays that have proven successful 
for other stores. 


Hardware Age, 


239 West 39th St., New York City 

















lectrical Goods 


Section of 
MAR RDWARE A ack 
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Thornycroft’s 
"Alfred the Great” 
Winchester, 
England 





HOOVER 


LEADERSHIP 


unchallenged for over twenty years, has enabled Hoover 
dealers to reach amazing sales totals . 








. . for example: 


Two Hoover dealers have averaged total sales of 
$3,863,121.56; five have averaged total sales of 
$2,495 ,915.69; ten have averaged $1,846,7 38.24; 


and thirty have averaged $1,077,760.76. Every 
Hoover sale is a dealer sale. 


THE HOOVER COMPANY, NORTH CANTON, OHIO 


The oldest and largest maker of electric cleaners + The Hoover is also made in Canada,at Hamilton,Ontario 
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CLYDE JENNINGS, Editor 
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Pride of Personal Appearance 


the plus sale on fans, the merchant must get off 

to a flying start, just as in the case of garden 
implements, sleds, skates and other merchandise that 
has a peak season. Nearly every one has an impulse 
to buy a fan or another fan when they see these first 
displays in the warm days of spring but only a small 
proportion of the general run of store visitors and 
window shoppers act on this impulse. The problem is 
to get action. 

There is one sales talk on behalf of fans that has the 
same strong appeal of the new and stylish dress, the 
personal jewelry, the best and 
latest millinery, the new style 
shirt or necktie and other style 
merchandise. This sales appeal 
is like this: 

No one can wear attractive 
clothes attractively when they 
are uncomfortable. A woman 
may buy the newest and dainti- 
est garments and jewelry and 
then look a fright when she dons 
them because she dressed in the 
utmost discomfort; because she 
was tired and hot when she 
started to dress and did not 
have the opportunity and facili- 
ties to get comfortable. The 
same is true of the man. Many 
a man has dressed for the eve- 


[' is time to be thinking of fans. In order to get 








engagement knowing that he had perspired his clothing 
all out of appearance. 

The idea is that a fan in the dressing room enables 
such persons to dress in comfort and they will wear this 
good looking clothing in a manner that befits it. This 
is especially true if the woman has labor saving appli- 
ances with which she can do her work previous to dress- 
ing. Women who still clean the house with brooms will 
decline invitations to go out on sweeping day because 
they know it is too much to endeavor to get the dust 
out of their hair and get themselves generally into 
condition to present a proper and to them satisfying 
appearance. 

Fans have been almost uni- 
versally aceepted in offices be- 
cause they aid in personal ap- 
pearance and efficiency of the 
office force. Employers know 
that comfortable, well appearing 
people are more efficient than be- 
draggled, uncomfortable work- 
ers. The present opportunity for 
fan sales lies in the home. The 
salesman who can bring this pic- 
ture of comfort, efficiency, good 
appearance, better meals and a 
happier and better home before 
his prospects will reap the har- 
vest from this opportunity. 

It is a good idea to begin 
mailing fan literature at least a 
month ahead of the season. 








ning and has gone to meet his 


Electrical Goods Section 



































\ J OULD you walk a mile to see 
a master merchandiser in ac- 
tion? You bet you would— 

and so would we all. A cheap price 

for ideas which could be turned to 
good account in your own business. 

Well, as a matter of fact, you and 

most others have walked such miles. 

And on those pleasurable occasions 

seen master merchandisers in action. 

Perhaps not recently—but back in 

the good old days. We called it 

“goin’ t’ th’ circus.” 

We didn’t think of the showman as 

a merchandiser—with problems, 
overhead and payroll reaching from 
here to there. Nor did he encourage 
that view. Why spoil the days with 
his troubles? We were there to see 
the “greatest, grandest galaxy of 
miracles, marvels and monstrosities” 
ever gathered on a circus lot. Only 
when he strolled casually to the ticket 
seller’s wagon between spiels and in- 
quired in a throaty whisper: “How's 
the take, Luke?” was there even a 
hint of the man of merchandise be- 
hind that carefree exterior. But now 
from your vantage point as a mer- 
chandiser yourself, you can send 
memory over the back-trail to the 
circus, and it will return with much 
that will contribute to the 


that arouse something of that same 
optimistic attitude and desire to 
spend. Illumination and color; smil- 
ing, willing and bustling salespeople; 
spick and span displays and an air of 
advancement and success. All against 
a cheery background of well modu- 
lated radio music—atmosphere! 

How does your store impress vis- 
itors—do they part with their money 
easily—happily? Assuming you en- 
tered it as a customer, would you ex- 
perience a hankering to spend—in 
your store? 

Imagine the circus without the cal- 
liope, flapping banners, brilliant uni- 
forms, gay colors and general holiday 
air. Picture attendants who passed 
out tickets and took your money in 
that indifferent, what-the-dickens-do- 
you-come-bothering-me air, encoun- 
tered in some socalled merchandising 
establishments. If the circus had the 
atmosphere of a public library or of 
an art gallery, would you feel like 
spending ? 

Of course, you cannet make a cir- 
cus out of your store. But you very 
easily can make it a place where peo- 
ple get a real kick out of spending 
money—and are glad to come back. 

Mr. Showman advertises, not his 








show, but its effect upon you—thrills 
and plenty of them. Would he essay 
to charm dimes out of pockets with 
a midway spiel beginning “Science 
has discovered that a certain small 
fraction of human offspring depart 
from the normal and classify as 
freaks, such as the one you are in- 
vited to see—a boy with the face of 
a dog’? 

Not Mr. Showman! 

“Step up closer. Pick up the little 
tots. Give them a chance. They’ll 
tell of this day to their grandchil- 
dren’s children—a boy with a dog 
face! Just as pictured on the Bill, 
only more so! A sight you must see 
to believe. Don’t crowd! Take your 
time! Everybody will have a chance 
to see Jo-Jo. A dime, two nickels—a 
sight you’ll never forget! Jo-Jo, the 
DOG FACE BOY!” 

That’s Mr. Showman’s way. Ban- 
ners, pictures and potent words. And 
it gets the money. 

Would he sell a vacuum cleaner— 
the thing of metal? Not he! Not 
when it is so much more effective to 
sell ideas—the thrills of owning one. 
He would have you fooling the rug 
man by making the rug last longer 
than it was intended. He would have 
you sending the neighbor- 
hood gossip away saying 





sales of electrical goods. 
For example, that intan- 


up 











gible but, oh! so potent 
something called ‘“atmos- 
phere.” The memory and 
tang of it still linger. It 

put one in good humor. 
Life was worth living. You 
would spend and enjoy. To- 


i i | 











well take care of itself. To- 
day you would spend—and 
how! 


morrow? It could darn | 
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4 good things about your 
wife’s housekeeping for once 
in her spit-fire life. Thrills, 
new experiences—that’s his 
way. 

| Picture him making a 
window display of perco- 
lators. Would it be the 
usual thing—a few “percs” 
and price tags? A real 
showman just couldn’t be 
that shortsighted. He 
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There are stores one en- 
ters every now and then 


How does your store impress visitors—do they part 


with their money easily? 





wouldn’t even appear to be 
trying to sell percolators. 
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He’d sell the idea of coffee! the bev- 
erage celestial—cooked at your elbow 
before your very own eyes! And, of 
course, he would relate the percolator 
display to this idea as the means for 
making it come true. 

Most likely there would be a big 
placard, inviting people to enter and 
for once in their lives hear the real 
low-down on coffee making. A lec- 
ture by the world’s greatest expert, 
the escaped coffee maker from the 
palace of Abdulla Bogata Mocha. 
The man whose wizardry in making 
coffee had caused Abdulla to keep him 
captive—Arico Whoosis. 

Coffee to make the bashful swain 

propose— 

To keep husbands at home— 

To remove wrinkles— 


limit to make you spend while the 
spending is good. Side shows, pea- 
nuts and lemonade before the big 
show, more peanuts and lemonade 
with the big show; a smaller show 
following the big show, with more 
peanuts, lemonade and sandwiches; 
and on the way out photographs and 
life stories of the performers for 
those with any money left to spend. 

How about it in your store? Are 
you selling merely what people enter 
and ask for, or are you making a per- 
sistent effort to sell them something 
more—something they didn’t expect 
to buy? 

The showman describes his show 
in superlatives. It’s a matter of 
opinion anyway, and his guess is as 


thrill! A sure attention getter! 

A commonplace sight to see a 
woman sweeping a rug and another 
pushing a vacuum cleaner. But these 
two engaged in a rug-cleaning race 
—Miss Old-Timer with the broom 
against Miss Just Out with the 
cleaner—that’s different again. Stage 
that contest in your window or store 
and the cops will have to come to shoo 
the crowd away. 

Take a tip from the showman. Sell 
thrills. Sell to the eye. Be differ- 
ent! 

He’d scoff were you to call him a 
merchandiser. But ask him what he 
knows about your customers—Mister 
and Missus and the children—and 
under what conditions they loosen up 

and go in for an orgy of 





To cheer the weak and 
glorify the strong— 
and, of course, to im- 
prove your bridge! 
They’d love it, too, those 
people with money to spend 
—and they’d spend it, too. 
But the dignified mer- 
chant wouldn’t do that, of 
course. Not quite the nice 
thing! Just the same, Mr. 
Showman will get the 
money and go to heaven 








spending. Being a trade 
secret, he may demur tell- 
ing you, but he’ll show you 
any circus day! 

Electrical merchandise, 
from the incandescent lamp 
to the electric refrigerator 
and oil burner, are replete 
with showmanship possibil- 
ities. Merely putting a se- 
ries of lighted lamps on a 
wheel and causing this 
wheel to turn is a bit of 








along with the rest of us. 
For he knows the one big, 
important secret—how to 
make people buy. It isn’t things, 
but what we think about things that 
matters. So he shows them and tells 
them something about coffee that will 
give them a thrill, and sells them, 
incidentally, a percolator or a cleaner 
well worth the money. He makes us 
think the things about things that 
prompt us to buy them and enjoy the 
experience. 

The showman merchandises pleas- 
urable emotions—ideas, thrills, 
“kicks.” There are ideas, thrills and 
kicks to be got out of every blessed 
thing you sell. But it depends upon 
whether you are selling the things 
themselves, or the ideas, thrills and 
kicks to be had from owning them. 

The showman sells by sampling— 
parades and free shows. In your 
business demonstrations take the 
place of parades and free shows. 
Everything you sell can be demon- 
strated in some effective manner. 
But are you demonstrating that way? 
Are you demonstrating at all? 

The showman creates a buying at- 
mosphere for you and then goes the 


Electrical Goods Section 


Stage this contest in your window and the cops will 


have to shoo the crowd away 


good as yours or mine. So why not! 
Besides, he applies those superlatives 
to the thrills and entertainment in 
store for you. 

What are you selling, just common 
garden variety words, or words and 
pictures that thrill—which? 

The showman sells to the eye. Un- 
derstanding that people learn more 
by looking than by listening—and do 
it more spontaneously, everything is 
designed to catch the eye. Atten- 
tion! Curiosity! Interest and De- 
sire! All are appealed to through 
the eye. Everywhere it is Look! 
See! Look! 

Movement, color, unusual aspects 
of things—all cunningly related to 
self-interest. 

For example, there is nothing un- 
usual in a man eating a piece of pie. 
But a pie-eating contest! Ah! that’s 
different! Nothing startling about a 
structural iron worker balanced atop 
a girder and swinging a sledge. But 
a pretty girl balanced on a bamboo 
pole held upright by a big goof in a 
gaudy costume—that’s different. A 


showmanship that will stop 
many people at your win- 
dow to look at the display. 

Only recently a merchant in a 
rather quiet community connected his 
window lights with twinklers and 
caused a sensation in that neighbor- 
hood, Quite a few people inquired 
how he did it and he sold several of 
the devices, although that was not his 
objective in arranging the display. 
But these sales assured him that his 
showmanship had attracted attention 
to the window, as did sales of other 
merchandise. 

Such simple showmanship as the 
colored spotlight is practically un- 
known in many stores and it never 
fails to attract attention, especially 
when left on after the other window 
lights are turned off. A featured 
article of merchandise, especially 
something bright like a percolator or 
a toaster, can be shown to excellent 
advantage in a store by placing a 
spotlight on it during the business 
day. 

A real showman with the electrical 
line to work with would revel in the 
possibilities of doing things to puzzle 
the public. 
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/\ PROPHECY 


A pledge 
for the future 











HE following statement appeared 
in an Altorter Bros. Company ad- 
vertisement, in The Saturday 
Evening Post, in May, 1926: 

“—the chief difference between a 
business and an institution is the dif- 
ference between trying to sell what 








you want to sell or trying to supply 
what the public wants to buy. 

“We prefer to be the institution of the industry— 
the development is more lasting —the growth more 
durable.” 

This is an institution—warm, friendly, hu- 
man, sincere—an institution of helpful co-op- 
eration; where dealer rights come first; where 
‘‘quota’’ means what the dealer can sell at a 
profit to himself, not an exaggerated idea of 
what we think he should sell. 

—an institution that believes so firmly in 
supplying ‘‘what-the-public-wants-to-buy”’ 
that it has never failed to have acceptable and 
desirable products on the dealers’ floors always 
before—not after—the demand. 

This anticipation of public desire was one ot 
its first aims, when this institution started 
in 1909. It was a fact, in 1919, when cylinder 
wither were in the lead. A reality again, in 
1929, as wringerless washing is sweeping the 
field. And it will continue to be, as promised 
in 1926, one of the basic principles upon which 
this institution has been built and upon which 
it will continue to grow. 

In having ready at all times a ‘‘what-the- 





ABC 


public-wants-to-buy"’ line it has never been 
the ambition of Altorfer Bros. Company to 
produce the greatest volume of washing ma- 
chines. Our objective has always been, and 
always will be, not how many can we make—but 
—how good can we make them! 

After all, is production volume the defini- 
tion for success, or is it financial strength?— 
Chere is a two and one-quarter million dollar 
institution. ) 

Is success responsibility?—Chere is a ratio of 
assets to liabilities of 614 to 1.) 

Is it size?—Chere are 32 acres of the finest in- 
dustrial property in the Central West.) 

Is it growth?—Chere, in twenty years, is ex- 
pansion from a one room basement factory 
to 425,000 square feet of production space, 
equipped with the finest ae 

Is it steady operation?—(a night shift was nec- 
essary in 1928 to keep production in step with 
dealer sales.) 

Is it national distribution?—Chere is a corps of 
distributors and dealers thoroughly covering 
every important marketing center in the coun- 
try, plus an active, productful export division.) 

Is it organization?—Chere are officials, sales 
managers, sales representatives, departmental 
and divisional managers and production heads, 
after long association, working shoulder to 
shoulder, in closest harmony, year after year.) 

Is it stability?—chere is steady employment 
for hundreds of happy wentnes.) 

Is it national acceptance?—Cwe can point with 





PORCELAIN Washers 
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FULFILLED 


pride to the hundreds of thousands of house- 
wives, happy in their selection and ownership 
of our products; also to the long list of those 
wise business men who have found it profit- 
able to invest in the securities of this institu- 
tion through the intelligent -advice of their 
brokers.) 

Is it developing, building and marketing a line 
that makes possible dealer permanence, dealer 
aggressiveness, dealer growth and dealer profits? 

uccess, to us, is measured by all these facts 
combined. 

That the success, as outlined above, can re- 
sult only from the success of its dealers is a 
fundamental, deep rooted belief of this insti- 
tution. 

This institution believes, too, that—the de- 
velopment of a dealer’s sales, beyond his finan- 
cial ability, can lead only to mutual disaster. 

And this institution also believes that—the 
sale of a product at a price, and under condi- 
tions returning a fair profit to the dealer, is the 
only way to secure mutual success. 

It is no wonder, then, that ABC dealers are 
successful—a contagious success as “sagen by 
the fact that in 1928, more new dealers joined 
ABC than during 1926 and 1927 combined. The 
reason? They knew other dealers were succeed- 
ing with the ABC complete line idea, headed 
by the SPINNER. 

In this day and age of keen competition, 
dealers must have a complete line—a quality 
line—with quality in appearance, in material 
and in performance. And quality costs money— 
we don’t care who builds it, where it is built, 
or when. Without quality, the product comes 
back, or dealers go out to fix it. You know how 
much that costs; what that does to scanty prof- 
its. With quality, with the employment of au- 
tomotive precision methods (used first in the 
manufacture of washing machines by Altorfer 
Bros. Company), the product is easier to sell 
and stays sold. 

In this year’s ABC offering is the 1930 qual- 





ity line (two years ahead of the industry) for it 
was tested and tried out, in the field, during 
all of 1928. 

It is our firm conviction that the industry 
can not bring out a finer line, regardless of 
price; can not build products from better mate- 
rials; can not make washers that will give 
better service, or that will surpass ABC in 
appearance, refinements, conveniences, speed 
or labor saving advantages to the housewife. 

And when new models are justified, and nec- 
essary, Altorfer Bros. Company will have the 
foresight, inventive and engineering ability to 
build them, and will bring them out. 

That is a promise for the future—a promise 
backed by a successful, ever-growing institu- 
tion, built from the ground up by the closest 
application to the most minute details of man- 
agement, production and selling. 

As long as this is a statement of plain facts, 
let us give you more of them: 

After two and a half years’ experience it is 
our firm belief that PORCELAIN is destined to 
be the standard material for washer tubs of the 
future. We predict that within three to five 
years’ time this belief will be an actual fact. 

We tried all over this country for some one 
who could make a PORCELAIN tub good 
enough to grace the ABC line, but we failed. 
So we invested a quarter of a million dollars in 
our own PORCELAIN enameling plant, right 
here in our own faetory, where we could con- 
trol every operation. That put full responsi- 
bility up to us—a state of affairs that wins 
hearty approval from ABC dealers. 

PORCELAIN, for tubs, is here to stay. There 
is no question about that. Our dealers would 
not let us go back to old-style tub materials it 
we eee. Today, soap and water recondi- 


tions an ABC PORCELAIN tub, in case of a 
repossession. Yesterday, too many times, an 
entirely new tub was necessary. That fact, 
alone, would be enough. But there are 
others — easier selling, better satisfaction, 
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The wringerless ABC SPIN- 
NER offers the dealer a 
washer that is totally differ- 
ent. A sensation when an- 
‘ nounced, an assured success 
in 1928—the SPINNER will 
attain still greater heights of 
dealer success in 1929. Built 
from PORCELAIN, plus the 
fact that it does, fast and safe, 
almost everything but hang 
out the clothes, will make 
the ABC SPINNER this 
year’s standard of home laun- 





dry equipment. 
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sanitation, labor saving for the housewife. 
The perfecting of PORCELAIN, and its ap- 
plication to four ABC models, was only one of 
the Altorfer Bros. Company accomplishments 
in 1928. We perfected a plan whereby it is pos- 
sible to enamel PORCELAIN washer tubs in 
two colors. This is an exclusive ABC achieve- 
ment as applied to washing machines. 
Expansionof Altorfer Bros. Company, during 
1928, was greater than during any previousyear. 
What the trade demanded (wringerless equip- 
ment with PORCELAIN tubs) forced us to put 
up a new building, with 60,000 square feet of 
floor space, ‘genes 2 increased production of 
344%. We have dealer co-operation to thank 
or that. Co-operation for which we will again 
reciprocate this year with a line unmatched in 
completeness, unequalled in salability, unsur- 
passed in profit possibilities for you. 
Another 1928 ABC accomplishment was the 
aining of national distribution on the ABC 
SPIN ER. Ever since the inception of the 
SPINNER we have claimed that wringerless 
washing was here to stay. We repeat that fact 
now! During the last half of 1928 dealer sales 
of the wringerless SPINNER passed the wringer 
type machine in its own price class. This year, 











our dealers, with the SPINNER, will outsell 
(by two to one) wringer type washers. That is 
not a guess, nora boast. It isa reality based on 
our production figures for 1928, which were by 
far the biggest in the twenty year history of 
this institution. 

Still another 1928 ABC accomplishment (one 
of vital importance to all dealers) was the 
completing, announcing and marketing of the 
APARTMENT. This new, 18-inch PORCE- 
LAIN Electric Washer elevates full height to 
use, then lowers to tuck away. Department 
stores, washing machine, home furnishing, 
furniture and other dealers are now, for the 
first time, in a position to get profitable electric 
washer sales in a field that has, heretofore, 
always been forced to send the washing out. 
No washer has ever before been made (in size 
and —) to fit the apartment and small 
home field. 

In 1929, it will be increasingly difficult for 
any dealer to produce a profitable sales volume 
on any line that does not include a wringerless 
washer. 

This year, more than ever before, a dealer 
must have a modern, a quality, a complete line. 
Without it, he will fall short of the sales vol- 
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ABC 


Combines all the fine features 
of the ABC SPINNER, ex- 
cept equipped with soft roll 
wringer dryer (in place ot 
SPINNING dryer) for those 
folks who still want wringer 
type equipment. Built from 
everlasting PORCELAIN, 
no other wringer equipped 
machine re-conditions at 
such little cost. 

ABC Gas Engine Model 
— every unwired home is now 
a prospect as the Companion 
is also equipped with gaso- 
line engine as well as elec- 
tric motor. 











ume to which he is entitled in return for his 
investment and efforts. 

With a complete line, the dealer is prepared to 
meet and conquer every sales condition. 

For 1929 the ABC complete line includes :-— 
the ABC PORCELAIN wringerless SPINNER 
which has opened a new eta in washing ma- 
chine performance. It does more work, does it 
faster, does it easier, does it safer and does it 
better than ever before accomplished in a wash- 
ing machine. The PORCELAIN ABC Com- 
panion, which cares perfectly for that profit- 
able trade that still wants wringer type equip- 
ment. The Companion, with simple, service- 
able gasoline engine, the farm market favorite. 
The ABC Double A, which satisfies the ‘‘price”’ 
trade. And the PORCELAIN APARTMENT 
electric washer that puts ABC dealers in line 
for washing machine profits heretofore un- 
touched. 

That ABC line is unmatched in completeness 
and, as far as we can see, meets perfectly pres- 
ent day public demand. But if changes are 
necessary ABC dealers know, full well, that 





this entire organization will operate as an 
institution to supply what the public wants to buy 
—and not as a business trying to sell what we 
want to sell. 

Earnest, able, successful ABC dealers appre- 
ciate the value of the ABC line for 1929; appre- 
ciate, too, the policies of this institution. 

We believe we will hear, in response to this 

prophecy and pledge, from other dealers who 
are searching for permanence, with a liberal 
return on their investments and energies; from 
those who wish to join with us in a stable, 
lasting, profitable business development. 
_ Facilities for a 334% increase in production, 
in 1929, places us in a position to offer new 
dealers the same institutional co-operation, 
friendly service and support that’ present ABC 
dealers so often speak about. 





Be sure to read the next two pages. In them we 
announce another ABC accomplishment—‘The 
APARTMENT” Porcelain Electric Washer that 
opens an untouched field for sales. 


ALTORFER BROS. COMPANY (is; }] PEORIA, ILLINOIS 





ABC 


PORCELAIN Washers 











Electrical Goods Section 





7 3 £4 ad ow, 
m . - Siig hat Ae bas 
es: > 
s 


— 


+e. 




















HARDWARE AGE for FEBRUARY 28, 1929 





The new washer that fits 





PORCELAIN + ELECTRIC 
WASHER 


Altorfer Bros. Company's newest achievement— 
cautiously planned, deliberately built, specifically 
sold for a market never before supplied by any ma- 
chine the industry ever produced. All traditions, in 
washer making, were discarded in building this 
modern “APARTMENT” washer for the modern 
x eM home. From the casters up, this is a mew 
electric washing machine. Not an adaptation, a 
cutting down, or a re-building of some other model. 

Not an effort to build a small washer to fit in the 
sink. Such a miniature product would not meet 
‘“capacity’’ needs. 

Designed, engineered and built to fit a specific 
field (apartments and small homes without base- 
ments or laundries) the ‘‘APARTMENT"”’ supplies 
a public demand to the advantage of housewives, 
and to the profit of dealers. 

Years of research, exhaustive study, experiments 
and field tests precede this announcement. Only 





Elevated for washing (30 inches 
high)—raises and lowers with an 
easily operated handle 


UP 


to use 





DOWN = 


to tuck away 


after characteristic Altorfer Bros. Company's thor- 
oughness is the ““APARTMENT"’ ready for our 
dealer friends. 

You have lost sale after sale because your famil 
washer was too large to fit into the modern small 
kitchen. You have lost scores of other sales because 
your miniature washer was too small to fit the needs 
of the modern family. You had no ‘‘in-between’’ 
equipment—a washer that would tuck away under 
the table, yet have capacity sufficient to care for the 
weekly washing needs of the apartment household. 

Your profits have suffered. What you had to sell 
was not neat enough to match fastidious surround- 
ings. Was not vibrationless, or quiet enough, to 
avoid disturbing closely located neighbors. Was not 
free enough from service, or easy enough to . 
to satisfy those not mechanically inclined. Was not 
low enough in price to appeal to those thousands 
trying to economize. 

Consequently, your customers have had to do the 
next best thing—‘‘send the washing out.”’ 

Consequently, you lost the profits on the family 
laundry budget that have rightfully belonged 
to you. 

This is our prediction—The'‘ APARTMENT will 
create a brand new chapter in the washing machine indus- 





Lowered to 23 inches for tucking 
away—fits under sink, table or in 
the kitchen corner 
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a new washer market 


try. It will create new records in unit production. It will create new sales volumes 
heretofore unreached. The “‘APARTMENT™ will open up a new, untouched, 
unsold avenue of profits to all classes of dealers. 

The “APARTMENT” PORCELAIN Electric Washer will broaden 
your market and increase your profits—for it does not compete with any 
other washer made today. 


UP full height to use 
DOWN (?0 tuck away 


The first and only 18-inch electric washer ever built that raises and lowers by 
simply turning an easily operated handle. 

e first and only electric washer ever built to fit (in capacity and compact- 
ness) the immense unsold market made up of apartments and small homes with- 
out basements or laundries. Made for those housewives who have always had 
a desire to own, and a need for, laundry equipment—yet could find no machine 
that would fulfill their requirements. 

Dealers in many lines of business who never would sell electric washers be- 
cause of house-to-house selling, home demonstrations and the servicing prob- 
lem, are stocking the ‘‘APARTMENT.”’ They are getting their share of profits 
in this new and unsold field. 

Washing machine dealers (regardless of their present franchise) are selling the 
**APARTMENT”’ because it competes, in neither market or price, with the line 
they are now selling. 

Public acceptance is assured, due to actual need. Therefore, this message is of vital 
interest to all dealers, even those who have never before sold any washing machine. 

The “‘APARTMENT”’ requires no house-to-house canvassing—it will be 
sought for, at the store, by those whose needs it fills. It will be sold by a simple, 
five minute store demonstration. Ultimate buyers will care for their own ma- 
chines, eliminating dealer service work. Operated by a single switch, the 
‘““APARTMENT"”’ is as simple to use as any everyday household appliance. 

Packed in individual cartons. Completely assembled, yet so compact it can be 
delivered, by one man, in the original carton, like merchandise off the shelf. 

We invite correspondence from all those who wish to participate in the profits 
of this new and additional field for washer sales. Address— 


APARTMENT WASHER DIVISION 
ALTORFER BROS. COMPANY [533] PEORIA, ILL. 





Does an entire washing, or a few 
pieces (40 pounds per hour capacity) 


Handy for the occasional wash be- 
tween regular wash days 





SPEC II 





WA Sails but fast, agitator 

, washing in sanitary, ever- 

lastitg PORCELAIN tub 

' IFICATIONS 
The first and only washer that raises full 
height (30 inches) for use—then lowers to 
23 inches for tucking away. UP and DOWN 
by simply turning an easily operated handle. 

Asimpleelectricswitch controls the wash- 
er. There are no other levers or controls. 

To increase compactness, the soft roll 
dryer (cast aluminum case and with 8-inch 
soft rolls)—manually operated—either folds 
down or can be removed. 

Aluminum agitator. Six polished fins, 
with smooth, rounded edges, give fast, 
thorough washing of even heaviest mate- 
rials; handles fine wearing apparel with 
gentle care. 

PORCELAIN tub, extra heavy, easy to 
keep clean. Porcelain enameled by special 
process in the Altorfer Bros. Company's 
own porcelain enameling plant. 

All driving mechanism runs in oil. Under 
average use no oiling necessary. 

Full 18-inch washer, PORCELAIN tub 

¢ a A ( SSO) Steghtly higher. 
/ —prrail West of Rockie: 





In the kitchen, or elsewhere, where 
no other washer fits 





Electrical Goods Section 














98 HARDWARE AGE for FEBRUARY 28, 1929 


to a flying start! 


N February 16th the Holmes Electric Refrigerator— 

heralded by a preliminary advertising campaign 
which attracted nation-wide atten tion—was announced 
to the public. 





Since this announcement was made, every day that has 
passed has proven more conclusively than ever that the 
Holmes contains every element of leadership. Given un- 
precedented simplicity and mechanical perfection, plus 
important benefits new to electric refrigeration, this 
most modern, most advanced electric refrigerator is on 
its way to a fine and notable success,—a success which 
will be shared by the distributors and dealers who 
handle it. Holmes Products, Inc., 205 East 42nd Street, 
New York City. 





ms roy, 


Homes Products, Inc., is 
pleased to announce, after the most 
careful mutual consideration, the 
appointment of the following distrib- 
utors for the Holmes Electric Refrig- 
erator. Additional distributors will be 
appointed as fast as production will 
permit. (Interested dealers should 
communicate with their nearest 
distributor): 








WARK-LANE-FERRIS, INC. 
402 Broadway on Plaza, Albany, New York 


AMERICAN MOTOR EQUIPMENT COMPANY 
842 Commonwealth Avenue, Boston, Massachusetts 


THE POST & LESTER COMPANY 
278 Fairfield Avenue, Bridgeport, Conn. 
BISON ICE & COAL CO., INC. 
200 Rapin Place, Buffalo, New York 
DINE-DE WEES COMPANY 
410 Walnut Street, S. E., Canton, Ohio 
CHARLESTON HARDWARE COMPANY 
1120 Smith Street, Charleston, West Virginia 
GREGORY V. ROSE, INC. 
315 North Michigan Avenue, Chicago, Illinois 
THE JOHNSON ELECTRIC ee, co. 


1 Main Street, Cincinnati, Ohio 
THE FERRIS COMPANY Dallas, Texas 
SIEG COMPANY 500 Iowa Street, Davenport, lowa 
THE YORK SUPPLY eg — Sy hed 
27 East Third Street, Dayton, Ohio 
Cc. C. SCHLATTER & companr 
202 East Columbia Street, Fort Wayne, Indiana 
CAPITOL ELECTRIC COMPANY 
122 South Senate Street, Indianapolis, Indiana 
COLUMBIAN ELECTRICAL CO. 
1717 Walnut Street, Kansas City, Missouri 


THE KORSMEYER COMPANY 
412 South Ninth Street, Lincoln, Nebraska 


Hig 
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ANDREW COWAN & CO. 
421 West Main Street, Louisville, Ky. 
RADIO SALES CO. 483 So. Main St., Memphis, Tenn. 
STANDARD LIGHT COMPANY 
311 Fifth Street, Milwaukee, Wisconsin 
THE BELMONT CORPORATION 
316 South Third Street, Minneapolis, Minn. 
MONROE HARDWARE COMPANY Monroe, Louisiana 
ELECTRICAL EQUIPMENT CO. 
131 West 23rd Street, Oklahoma City, Oklahoma 
ELECTRIC ENGINEERING & SUPPLY CO. 
45 Fair Street, Paterson, New Jersey 
OSTERHOUT ELECTRIC CORPORATION 
222 North Thirteenth Street, Philadelphia, Pa. 
MEADOWS SALES COMPANY 
2041 Jenkins Arcade Building, Pittsburgh, Pa. 
WAITE AUTO SUPPLY COMPANY 
560 Westminster Street, Providence, Rhode Island 
D. T. LANSING CO, 242 Gibson St., Scranton, Pa. 
J. G. RIGA & SONS CO., INC. 
89 Dwight Street, Springfield, Massachusetts 
OZARK MOTOR & SUPPLY COMPANY 
308 South Jefferson Avenue, Springfield, Missouri 
FLEER-PETTY AUTO SUPPLY CO. 
2823 Locust Street, St. Louis, Missouri 


WASHINGTON AUTOMOBILE SUPPLY CO. 
Washington, Illinois 


cL M % WN ELECTRIC 
| REFRIGERATOR 
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i IRST place in beauty, in construc- 
tion, performance and sales value 
goes to the new Peerless models for 
1929. You'll agree to that fact the 


minute you inspect them. 


For Peerless has added new refine- 
ments, new beauty to standard models 
—and in addition, has created new 
types of fans—selling in the rich and 
virgin field of home ventilation. But 
further than that, Peerless has built a 
new furnace fan, remarkable in its per- 
formance and sales possibilities. 


Together with the long established 
Peerless line of desk fans, ceiling fans, 
and commercial exhaust fans, these new 
models round out the greatest line in 
Peerless history. 


You'll be tremendausly interested in 
the new catalog—for it opens new 
sources of profit for you. Write for 
it today. 


THE PEERLESS ELECTRIC CO. 
WARREN, OHIO 





1929 WILL BE PEERLESS’ BQ) TH AND GREATEST YEAR 
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‘Have you seen these modern, 
decorative lamps?” 


_. today wants handsome things 
in her home. Deep in interior deco- 
ration, she wants lighting beauty as much 
as light. 

Show her the charming, tinted Nilco 
Lamps. Their tasteful tones exactly suit 


“Have you seen these decorative lamps?” 
And don’t forget to tell her they’re Nilco 
spray-colored, economical of juice and 
long-living. 


"The Nilco Dealer-deal is unusually fine. 


Your jobber’s salesman will give you the 







the mood of the modern home. 
Ask — as you place them before her — 


NILCO LAMP WORKS, INC. 
EMPORIUM, PENNSYLVANIA 


° 
' 

‘ Nileo Lamp 
| Works, Ine. 
| Emporium, Pa. 
: 


© 
<3 “oy 
<< °% 





WERAL ELECTRIC Com 


I'd like to get 


' the rest of >» 


' story—-prices and lit- 
' erature about Nilco 
' Lamps. 


* —H.A.-2-28-29 


interesting details. 








Ask him — or, write 
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Waffle Month in Pittsburgh 


‘J Extensive Advertising Program Planned and All Dealers Are 
Asked to Participate During February 


N intensely interesting experi- 
A™ in co-operative selling 

of electric appliances is in 
progress in Pittsburgh this month. 
It is based upon the selection of 
waffle irons as the major subject 
for national advertising during the 
month and is under the leadership 
of the Electrical League of Pitts- 
burgh. 

In addition to the manufacturers’ 
advertising in the various national 
publications, which naturally have a 
considerable circulation in the Pitts- 
burgh territory, the Duquesne Light 
Co. will place considerable local ad- 
vertising in newspapers, and by 
direct mail. This advertising seeks 
to promote an appreciation of elec- 
trically baked waffles and refers 
those interested to “Your nearest 
electrical or hardware dealer.” 

Pittsburgh has been the stage for 
some very interesting experiments 
in co-operation between the power 
company and retail merchants since 
Frank Hegner, then president of the 
Retail Hardware Association, un- 
dertook to bring about an under- 
standing. Since then J. E. McCul- 
lough has been elected president of 
the association and he had carried 
on from where Mr. Hegner left off. 

It was during Mr. McCullough’s 
leadership that George E. Whitwell, 
manager of sales and service for the 
Duquesne Light Co., made an ex- 
traordinary talk to the hardware 
men outlining his policies. That 
talk was printed in the ELECTRICAL 
Goops Section. Recently H. W. 
Ewald, a former Duquesne sales de- 
partment man, has been made man- 
ager of the Electrical League of 
Pittsburgh and he believes in co- 
operative merchandising plans. 

An especially interesting leaflet 
has been distributed to the members 
of the Retail Hardware Association. 
The front page of the leaflet is re- 
produced on this page and we re- 
print parts of the instructions here 
because we believe that it is a well 
planned campaign. It avoids the 
stumbling blocks of previous efforts 
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and later we expect to publish pleas- 
ing results from it: 


T the crack of the pistol, on Feb, 
1, enter the great race. Object: 
To make a new high record for the 
sale of Waffle Irons in the Pittsburgh 
District. Don’t waste a moment get- 
ting started. Don’t slow down or drop 
out on the way. Use all your expe- 
rience, your skill and enthusiasm to 
help you break all your own past rec- 
ords. 
The track has been cleared and 
smoothed for you. And you'll receive 








On Your Mark! 
Get Set!! 
Go!!! 





ERE 
aWEALTH o 
HEALTH 
nWAFFLES 


A Pertinent Message to the Hardware 
Dealers of the Pittsburgh District 
FROM THE 


PITTSBURGH 
RETAIL HARDWARE ASSOCIATION 




















constant encouragement all along the 
way, from start to finish. 

Just take a look at this elaborate 
and carefully planned program of pro- 
motional activities: 


Program of Promotional Activities 


1, Window posters will be distributed 
to all electrical and hardware deal- 
ers’ stores. Also to all restaurants. 

2. Advertisements will be placed on 
seventeen billboards in the Pitts- 
burgh District. 

3. A great deal of co-operative news- 
paper advertising will be done by 
one of the utilities. 

4. A special waffle iron program will 
be given over WCAE. Announce- 
ments will also be made over 


KDKA and WJAS regarding Na- 
tional Waffle Month. 

5. Several stunts have been planned 
to attract newspaper publicity and 
general reader interest. 

6. Many of the dealers’ stores will 
serve waffles at attractive booths, 
during February. 

7, Lectures and waffle parties will be 
featured at women’s clubs. 

8. Stuffers—50,000 of them—will be 
placed in his butter cartons by one 
Pittsburgh manufacturer alone. 

9. Three leading chain store organi- 
zations will use tie-in window pos- 
ters and newspaper advertising. 
One food products company is put- 
ting considerable effort behind the 
campaign and plans to assist deal- 
ers to make proper waffle demon- 
strations. Their demonstrator will 
spend her entire time on this work, 
during February. 

11. All of the above activities will be 
in addition to those sponsored by 
the National Electric Light Asso- 
ciation. Watch for national adver- 
tising in magazines. 


10. 





A tremendous amount of money will 
be spent during February on waffle 
iron promotion, with the expectation 
that each dealer will fully support the 
movement and make a volume of sales. 
Without such dealer support and co- 
operation, campaigns such as this will 
prove a loss to the financial backers of 
the movement and the possibility of 
getting future assistance of this kind 
will be nil. So—every dealer, do your 
bit. 

Dealers are urged to do everything 
possible to tie in with this big move- 
ment. Much of the publicity, naturally, 
will be general in nature, creating the 
public’s desire fo eat waffles—the log- 
ical result is the selection of an elec- 
tric waffle iron because it is the easiest, 
the best, the most modern way to pre- 
pare waffles. In practically all of the 
electrical industry’s advertisements 
there appears a slogan: “See Your 
Nearest Electrical or Hardware Deal- 
er.” You are the nearest Hardware 
Dealer in your particular community. 
Let the public know about it. Here 
are some things you should do: 


Suggestions for the Dealers 


1. Trim a window—Remember, your 
display must make every passerby 
simply long for some waffles. You 
cannot do it with cold waffle irons 
alone. A plate of temptingly brown 
waffles, butter and syrup nearby, 
will whet the appetite. Go as far 

(Continued on page 118) 
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Give a Thought to Chickens 


Most poultry raisers are open to suggestions for more efficient and 
safe methods for growing chicks 


ARCH is a precarious month 
M for young chickens and 
those poultry raisers who 
cling to the old method of letting the 
hen raise her own brood or who seek 
to raise the early hatch by heat from 
lamps or coal fires have a lot of 
worries and are usually found en- 
tirely open to suggestions as to elec- 
tric brooders with automatic electric 
lighting. This combination not only 
insures the right amount of heat to 
keep the chicks safe but supplies 
light for a sufficiently long day to 
give the maximum of growth. 
Thanks to the experimental work 
done by the Department of Agricul- 
ture of the Federal Government and 
by the many college experimental 
stations over the country, this 
chicken raising equipment has at- 
tained an almost uncanny degree of 
safety and practicability. Also it 
comes in sizes that appeal not only 
to the professional poultry farmer 
but to farms where poultry raising 
is incidental and to the suburban 
dweller who regards his chickens as 
a diversion or a side line but who 
wants to raise enough chickens to 
supply his table twice a week or so. 
In handing out praise for improved 
facilities, the light and power com- 
panies must not be overlooked. A 
few years ago interruptions of cur- 
rent were a serious factor, but 
thanks to improved machinery in the 
power plants and to the extension of 


Regularity of 
heat and light 
make electrical 
chickens thrifty 


24 hour service to many hundreds 
of small plants, current interruption 
is almost a thing of the past. This 
is in no small measure due to inter- 
connection of plants so that if the 
local plant fails, current can be ob- 
tained from some other plant to 
bridge over the period of enforced 
idleness. 

The primary appeal for the sale 
of electric poultry equipment is, of 
course, to those who take their 
poultry raising seriously and who 
are in the business for profit. These 
people are the largest users and 
naturally the largest customers. 


Next to these come the poultry 
fancier who may operate in a back 
yard and who buys high priced eggs 
and does not want to risk losing 
any of these eggs or having his 
young chicks stunted by being 
chilled. This man likes to boast of 
raising 100 per cent or nearly so of 
chickens from the eggs, especially 
if he is growing fancy chickens 
from eggs from his own flock. 

In the line of poultry equipment 
we find incubators, brooders, water 
fountain heaters, egg testers, alarms, 
feed grinders and mixers, oats 
sprouters and other equipment. 
There are switches to make these 
operations automatic. The photo- 
graphs shown on this page were 
made in the poultry department of 
the model farm of the Northern 
Illinois Utility Co. at Mundelein, III. 
Actual operation of equipment on 
these model farms and at agricul- 
tural colleges show that current cost 
is quite incidental to labor saved and 
insurance of results. There is no 
longer doubt as to increased winter 
egg production in a properly lighted 
poultry house. 

With the setting hen and the 
flame heated equipment, the poultry- 
man’s life is one of eternal vigilance 
and all personal engagements are 
dependent upon things beyond his 
control and his evenings are often 
spent in a smelly, smoky atmosphere, 

(Continued on page 121) 


The equipment 

shown here ts in 

actual use on a 
practical farm 
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palures like these 


in a 


MODERATE PRICED 
WASHER 


A Maytag Product. 


Here at last is a washer of highest quality throughout, 
made by the world’s largest manufacturer of fine washers, 
offered at a moderate price. 


The Frederick washer, a Maytag product, has advantages 
heretofore found only in washers selling in the high price 
range. It has the swinging, reversible wringer with semi- 
soft rolls; gyrafoam water action created by counter sunk 
gyratator in bottom of the copper tub; sediment zone to keep 
water clean for entire washing; splash ring around top of 
tub to prevent splashing; precision steel cut gears; large casters. 


It is quiet running. Felt silencers eliminate vibration and 
noise to a degree never before attained in washers. Washes 
an entire tubful of clothes in 2 to 7 minutes without hand- 
rubbing. Clothes can be put in or taken out while washer is 
in operation. 


And, in the Frederick, for the first time at a moderate 
price, is available a washer the material and workmanship 
of which is equal to that of the finest automobiles. The con- 
cealed elements of value, which insure years of unlimited 
service, set this washer in a class by itself. 


Dealerships are now being closed in all important cities. 
Applications for dealerships will be given consideration as 
received. We invite careful comparison of the Frederick 
with any other washer you believe to be as good. P 


THE FREDERICK COMPANY 
ONE HUNDRED WEST MONROE BUILDING 
CHICAGO, ILLINOIS 
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Farm Wiring 


EDITOR’S NOTE—This is the second of a series of instructive articles on Elec- 
tricity on the Farm by R. H. Rogers of the General Electric Co. These articles 
were originally prepared for broadcast talks over WGY and we are sure that they 
will be of interest to those who are selling and will sell such equipment to farmers. 
We suggest making this page a part of your scrap book. 


T the darkest period of the 

A year the price of eggs goes 

up and poultrymen every- 

where are interested in increasing 

or maintaining the supply at that 
season. One poultryman asks: 


“Does it really pay to light for 
increased egg production?” 


The consensus of opinion of the 
many poultrymen who use this 
method is that it does pay if car- 
ried out right. It does not increase 
the yearly production of eggs, but 
it increases the production during 
the period of highest prices. Good 
stock, judicious feeding and a well- 
managed poultry house are re- 
quired or the extra lighting will 
do but little good. Egg production 
during the three dark months is 
often increased 30 per cent over 
check flocks similar in every detail 
except for lights. 


“How should the lighting be done 
to get the best results?” 


Experiments at state projects in- 
dicate that the hens’ working day 
should be prolonged to twelve 
hours by artificial lighting. Lamps 
with large white reflectors should 
be installed high enough to light 
the perches. If morning lighting 
alone is used a light dimmer is not 
required, as in the case with light- 
ing in the evening when sudden 
darkness leaves the birds unable 
to find their perches. One 40-watt 
lamp for every 200 sq. ft. of floor 
space seems to give the most effi- 
cient lighting. On this basis, 8 
kw.-hr. of electrical energy will be 
used per month per hundred hens, 
at a cost of from 40 to 80 cents. 


“What kind of wiring should I 
use in my stables and barns?” 


Wiring should be entirely in 
rigid or flexible metal conduit in 
all such places. Without such pro- 
tection the wiring might become 
dangerous from deterioration of the 
insulation by moisture, ammonia 
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fumes, or gnawing animals. Again, 
without such protection nails might 
be driven through the insulation if 
installed behind boards or walls. 
Have the wiring and fixtures in- 
stalled by a reliable contractor. 
Use heavy entrance wire and switch 
so that motors can be operated in 
the future without overloading the 
system or rewiring. Provide at the 
start an adequate number of outlets 
for lights and power. They cost 
little to install, and they will be 
appreciated later. 


“What does it cost per month to 
operate five 40-watt lamps about 
3 hours a day?” 


This lighting problem involves 
20 watts of electrical energy for 90 





A well wired outlet serving a 
portable motor in barnlot 


hours, a total of 18,000 watt-hours 
or 18 kw.-hr. How much this 
will cost depends principally on 
how much electricity is otherwise 
used. Most contracts provide a 
marked drop in cost with in- 
creased use of electricity. Many 
farmers pay as low as 8 cents per 
kw.-hr., while others doing only a 
little lighting may pay more than 
15 cents for a kilowatt-hour. At 
7 cents, a common figure, the oper- 
ating of the lamps mentioned would 
cost $1.26 per month. 


“How can a meter measure the 
electricity that I use when it has 
no weight or size?” 


Electricity has energy and a 
small but definite proportion of 
the electricity that you use is by- 
passed through a little slow-speed 
motor which is geared to the 
indicating dials of the meter. 
When using only a little current 
the motor turns slowly but when 
much power is heing used it speeds 
up proportionally and the _ total 
amount that the dials have been 
turned in a month becomes the 
basis-for your bill of electricity. 


“Does the transformer on the pole 
line limit how much equipment I 
can have?” 


It does not limit how much you 
can have, but it does limit how 
much you can use at a time. 
Transformers will carry quite a 
heavy overload, however, and there 
are seldom many of the heavy 
power users on the line at one 
time. As a rule, a 3-kw. transform- 
er will take care of a total rating 
of equipment of 15 or 20 kw. Lamps 
and utility devices are all marked, 
and motors may be figured at 1 kw. 
per horsepower. Besides the fuses 
on your individual circuits and at 
your main entrance switch, there 
are also fuses at the transformer 
disconnecting switches on the pole. 

(Continued on page 121) 
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Woman’s Rhyme Encourages 
Cleaner Sales Activity 


The three partners and salesmen often recall theme of lines 
and persist in effort to complete deal 


N life’s earnest battle, they 
| only prevail, 

Who strive for a purpose, and 
never say fail! 

These lines were the hastily 
scribbled comment of an apprecia- 
tive customer to a salesman for the 
Winters Hardware Co., Fremont, 
Ohio. 

The occasion merited the praise. 
The customer was grateful and in 
that manner expressed her thanks 
and voiced her encouragement to 
the salesman. Here are the circum- 
stances: 

One day last spring the electric 
cleaner salesman of the Winters 
Hardware Co., keeping an appoint- 
ment made earlier when canvass- 
ing, demonstrated the cleaner to 
husband and wife. The husband 


proved such a tough proposition 
that he wouldn’t give that particu- 
lar cleaner credit for anything, and 
the salesman couldn’t get to “first 


The table, the cleaner and the man are always ready in 


base,” even though the man’s wife 
wanted that cleaner badly. 

Finally, the salesman did gain 
the point of leaving the cleaner 
and a set of dusting tools on trial. 
When he returned several days 
later to re-demonstrate, he won the 
antagonistic husband over. As the 
man was getting his hat and coat 
to go to the bank for the money, 
the wife hurriedly wrote a note on 
a piece of paper and handed it to 
the salesman, asking him to read it 
at his leisure. 

The housewife’s thanks to the 
salesman for his help in winning 
for her the ownership of her new 
housecleaning servant could hardly 
have been more nicely expressed. 
Nor could she have preached a 
more trite and clever moral than by 
using that little rhyme. 

It demands striving for a pur- 
pose, with persistence, to attain 
any success in life—in the realm 


the Winters’ store when the prospect arrives. 


of merchandising it most surely 
demands this if one is to attain 
sales, and volume, and profit. 

One other thing is needed be- 
sides purpose and _ persistence; 
namely, conformity to the circum- 
stances which make the sale of 
every article a distinct merchan- 
dizing problem by itself. Some 
things sell by sight, some by smell, 
some by taste, some by hearing, 
some by touch and yet others re- 
quire the use of several or all of 
these appeals. So the question al- 
ways presenting itself to the pro- 
gressive merchandiser is this— 
“What must be done to sell this 
article?” 

Once rightly answered, applica- 
tion of the proper method, with 
persistence, will produce. 

To sell electrical household ap- 
pliances in volume requires educat- 
ing the public, individually, to a 

(Continued on page 120) 





In this 


photo, left to right, are W. Berlincourt, partner; H. J. Brand, cleaner salesman; George B. Winters, partner; 


H. C. Koldstein, partner. 


Each of them can sell cleaners and each goes out after business 
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success from the start! 


BEE-VAC 


ELECTRIC WASHER 
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Bee-Vac Motor Brush Cleaner 
Consumer’s price 


$37.50 
(Attachments, $5.00) 


De Luxe Ball-Bearing Bee-Vac Cleaner 
Consumer’s price 
$39.75 


(Attachments, $8.00) 


Model “G” Bee-Vac Cleaner 
with bronze bearings 
Consumer’s price 
$29.50 
(Attachments, $5.00) 


Sa LE LL LTE RS STS RESTA TAT 
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Consumer’s cash price 


$9950 


(Bast of Rockies) 


The New Bee-Vac Washer, when announced a 
few months ago, was heralded to the world as 
extraordinary in style and beauty, in quality and 
performance, in dependability and long life. 


We frankly believed the new Bee -Vac touched 
new peaks in electric washer value, and opened 
up entirely new possibilities in sales and profits. 
So we urged dealers to put a demonstrator on 
their floor . . . and test the washer for them- 
selves! 


We wanted dealers to experience the rapid 
washing action of the Bee-Vac’s patented cast 
aluminum agitator, which cannot tangle clothes 

. to admire the beauty of its gray-green 
lacquered exterior . . . to observe the rugged 
strength of its 18-ounce solid copper tub, with 
polished nickel interior, as well as its strongly 
welded channel steel frame . . . to examine its 
sturdy wringer with large semf-soft rolls and its 
Y% hp. dust and moisture proof motor of 
standard make ... to understand why its 
single unit gear case with cut gears, bronze 
bushings and vital working parts operating in a 
bath of oil, will give years of trouble-free serv- 
ice and require oiling attention only once a 
year. 


And just because some 25,000 dealers knew 
Bee-Vac values from many years of experience, 
our invitation was widely accepted . . . with 
results that have lifted the prestige of the name 
Bee -Vac to still greater heights in the electrical 
home appliance field. 


If you have not yet tested the new Bee-Vac Washer 

. order a demonstrator at once . . . and put it 
on your floor. Order from your nearest jobber. Or 
write us for full details. Birtman Electric Company, 
Dept. .D343, 4140 Fullerton Ave., Chicago. 
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More Hardware Men Are Enjoying 
Radio Profits 


Fifty per cent more dealers 
now selling receivers than 
a year ago and are finding 
line good volume producer. 


ADIO is bringing additional 
Rivne and new customers to 
an increased number of hard- 
ware stores. A recent inquiry among 
hardware dealers in different sec- 
tions of the country shows that 50 
per cent more are selling radio this 
season than last. Almost without ex- 
ception the hardware dealers who 
have added radio to their stocks of 
merchandise during the last year say 
they have done so because they be- 
lieve that the industry and product 
have become stabilized and there is 
less danger of loss through changed 
models and wildcat merchandising 
schemes. 

A hardware jobber who sold radio 
parts in the early days of broadcast- 
ing and sets for two or three years, 
then gave up the line as “a mess,” 
recently took on a line of receivers 
for which a definite, well arranged 
merchandising policy has been 
worked out. The experience with this 
new line has been amazing. 

The manufacturer turned over to 
this jobber a skeleton dealer organ- 
ization in which there were few, if 
any, hardware dealers. This dealer 
organization consisted chiefly of spe- 
cialty stores and electrical shops, and 
the jobber decided first to offer the 
dealer franchises to his natural cus- 
tomers—hardware stores. 

From past experience and from re- 
ports of solicitation of hardware 
stores turned over to him, the man 
in charge of the radio department 
for the jobber did not expect much 
from the hardware stores, but he 
wanted as many hardware stores as 
he could get. 

The response has been more than 
pleasing. The hardware stores ac- 
cept his offer in surprising numbers 
—so strongly, in fact, that the job- 
ber’s stock, which was considered as 
ample until the first of the year, was 


The radio display room of the Vonnegut Hardware Company, 
Indianapolis, Ind. 


soon depleted and additional ship- 
ments required to supply opening 
stocks for the dealers. 

The dealer’s opening stock was 
estimated on a holiday basis, but 
very soon after the initial shipments 
were made reorders began coming in. 
With both the jobber and the dealer, 
the estimates for the holiday stocks 
were far below the actual require- 
ments. At last accounts 70 per cent 
of this jobber’s shipments were go- 
ing to the hardware trade. 

Reports from 49 hardware mer- 
chants who have sold radio receivers 
for more than a year were recently 
tabulated, and it was found that the 
annual sales per store varied from 
$500 to $75,000 a year, with an aver- 
age annual sale of $10,398 per year 
per store. 

An interesting fact developed from 
these reports is that the size of the 
town in which the dealer is located 
has little to do with the price of sets 
he sells, or his annual volume. 

Another jobber who recently 
changed his policy of selling several 
makes of receivers to that of selling 
only one line and giving to his dealers 
a franchise for a definite territory— 
at least guaranteeing that no other 
dealer will handle this line within 
that territory—has found hardware 
merchants much more responsive to 
advances toward taking a dealership. 

In the inquiry among hardware 


merchants referred to above, several 
of those not now selling radio volun- 
teered the information that they are 
looking for a line. 

With practically one-half of the 
hardware jobbers now handling radio 
and with lines and selling policies of 
manufacturers becoming stabilized, 
hardware dealers everywhere are 
showing an increased interest in this 
merchandise, and almost without ex- 
ception those who have taken on the 
line in a conservative manner are 
exceedingly pleased with results. 

There was a time when the neces- 
sity of selling radio on installment 
payments was regarded by many 
hardware merchants as being pro- 
hibitive. Present practice among 
merchants does not support this 
contention. Of a group of hardware 
merchants who sell radio, more than 
80 per cent reported that they are 
selling on installments. Some who 
sold only on open accounts and for 
cash are doing a satisfactory busi- 
ness. 

This report probably indicates a 
considerable change that has come 
into installment payment banking. 
The radio manufacturers and job- 
bers now assist the local merchant 
in getting a proper connection for 
the handling of his installment 
paper. Such dealers pass the bank- 
ing charge on to the customer. 
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women will buy 
cleaners at your 
store like any 
other merchandise 


to Increase YOUR Sales 


OW the vacuum cleaner is a 

store item—and can be made 
a fast turnover item which will 
increase hardware store sales and 
profits. The Hamilton Beach is 
already a big seller, first because 
of its unsurpassed quality at a 
rock bottom price, and secondly, 
because it has been backed for ten 
years by national advertising. 


Our 1929 Dealer Plan 


Now we are going further to help our 
thousands of dealers make vacuum 
cleaners one of their fastest selling 
lines. 


We have developed a demonstrator 
display, requiring only 514 square feet 
floor space, which we believe will more 
than double our dealers’ cleaner sales. 
It attracts women—makes it easy for 
customers to try the cleaner—increases 
number of clerk demonstrations and 
saves time of customers and clerks. 
It is attractive and marks the store as 
vacuum cleaner headquarters. 


Extra Dealer Helps 


In addition, we will follow up prospects of 
those dealers using the demonstrating dis- 
play by direct mailings at absolutely no cost 
to dealer. We will help these dealers adver- 
tise over their name in their local newspaper. 


Low Price Thru Jobbers 


The price reduction from $62.50 to $39.50 
(Denver and West $41.00) has opened a 
wonderful, new market. ith this cleaner, 
at this price, you can positively match any 
value offered by chain stores. Distributed 
the most economical way—thru jobbers. 


Millions of dollars have been spent educat- 
ing women to the advantages of a motor- 
driven beating brush. At this popular price 
thousands are buying to replace old cleaners. 


Mail Coupon NOW! 


HAMILTON BEACH MFG. CO. 
C-9052 H. B. Bldg., Racine, Wisconsin 


Without obligation, please send details of your 
1929 plan to help increase my cleaner sales. 


Firm Name 


Our Jobber Is 
( We now sell Hamilton Beach Cleaner. 
T] Send discounts and nearest distributor’s name. 


Hamilton Beach 
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Retail Price Now 


Only $3 O29 


(Denver — West $41.00) 








Motor 
driven 
beating 
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‘Use Fans in Your Store to Help 


Sell Them 


A practical demonstration of what a fan will do, not only sells fans but makes your 
store more attractive and that means more sales 


VERY store should have one 
EH, or more electric fans in oper- 

ation all of the hot weather 
and a good many stores should 
have them all season. Stores are 
apt to become very stuffy unless 
there is a definite plan of ventila- 
tion. Contrast these two instances 
told to the writer by two hardware 
merchants: 

“Women tell us they buy many 
notions here because our store is 
always cool and the air is fresh. 
When they get tired on their shop- 
ping trips they stop in here,” said 
one merchant. 

“Some way hardware stores do 
not seem to be popular with women 
around here. A woman said yes- 
terday, ‘I would stop here oftener 
but I am afraid this turpentine I 
smell will affect my butter and 
other things I take home from the 
grocery,’” was the second mer- 
chant’s remark. 


Which is your store? How easy 
it would have been for the second 
merchant to clear the air of his 
storeroom with a properly placed 
fan! And his store is in a summer 
resort community! Read the hali- 
tosis ads and think about your 
store! 

We know of a restaurant that 
feeds about twice as many people 

in a given space 

as any other we 

have seen. This 

man crowds his 

i, customers in and 

he uses seventeen 

fans in a rather 

small dining room to keep them com- 

fortable. He says the fans make his 
business possible. 

Every hardware store should sell 
fans. By the very nature of the 
merchandise, fans belong to hard- 
ware. They are used in connec- 
tion with screens and are in the 





same classification as stoves and 
other long recognized home service 
hardware store merchandise. The 
service problems are merely those 
of lubrication and other things the 
hardware merchant is familiar 
with. Some customers will buy 
shelf brackets as accessory mer- 
chandise. 

Just what kind of fans the mer- 
chant should use in his store to 
make his store a better place to 
spend money we will not attempt 
to say. There are too many kinds 
of fans for us to pass judgment. 
But we will say this very posi- 
tively: 

The merchant should buy for his 
own use and to sell fans that are 
made by responsible firms and 
which are fairly priced. Cheap 
fans from unreliable makers can 
cause a lot of trouble for the mer- 
chant and the light company. 

We recently studied a listing of 


These two illustrations are typical of attractive 
posters and show window pieces that are prepared 
for dealer use by fan manufacturers. In this line, 
certainly, the dealer cannot complain of a lack of 


cooperation 
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fans made by some fifty or more 
manufacturers. Some of these com- 
panies made only one type of fan, 
others made a dozen or more types. 
Our own listing was fourteen dis- 
tinct types. Some of these were 
for technical purposes, such rid- 
ding a factory of chemical fumes 
and others were encased in heavy, 
closely woven wire mesh so people 
and articles could not get to the 
flying blades. 

But most of the fans listed come 
in the classifications suitable for 
home and office use. Primarily 
these are of the familiar stand type, 
with or without the oscillating 
equipment. Prices range from $4 
up as high as you want to go. The 
lower priced ones have a good mo- 
tor, small blades and not much 
wire guards. They are undoubtedly 
worth the price, but experienced 
fan users say the buyer gets more 
for his money if he pays more. 
There can be no question about the 
looks improving as the price goes 
up. 

Some novelties are found, such 
as fans especially designed for wall 
fixtures, others to be built in the 
walls with handsome grill work, 
and desk fans— 
the kind you can 
place on the desk 
and get the bene- 
fit of circulating 
air and the 
papers and money 
(if any) are not disturbed. Then 
there are wall boxes for holding or- 
dinary fans. A rather striking de- 
sign is a fan on a standard similar 
to a floor lamp. This lamp has a 
handsome grill inclosure. 

Perhaps the most noticeable fea- 
ture of this listing of fans is the 
number of manufacturers who are 
making ventilator fans to be placed 
in windows of homes. These are 
similar in form to the ventilators 
for winter use that have proved so 
popular the last few years. These 
fans are placed at the top of the 
window if shades are not impor- 
tant or at the bottom if the shades 
interfere. The inset goes entirely 
across the window and in some 
cases have screen inserts. The 
fans are often reversible—that is, 
they can be made to blow in or out 
of the room. Originally these fans 
were adapted from those made for 
workshops and were suggested to 
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This unusual and very attractive window display for coolness was 
arranged by the Ostrander Hardware & Electric Co. of Kansas City, a 
neighborhood store 


clear the kitchen of odors, but now 
they are suggested for any room to 
avoid the necessity of open windows. 

Perhaps the least known fans are 
those which have a tube in front 
of the fan so that the current can 
aimed like a gun and used to pro- 
duce a breeze at a special point or 
elsewhere at will. They are not 
designed for home use. 

One thing seems very sure after 
a review of a listing of this sort. 
There is a fan for every purpose 
and of every color and in almost 
any degree of ornateness 

All that is needed to promote the 
fan business is a determination on 
the part of merchants to make their 
customers as comfortable as pos- 
sible. Fans are now almost uni- 
versal in offices, but many homes 
are without them and most homes 
do not have as many as they 
should. 

Hot weather comfort is, of course, 
the chief use of fans, but they 
have many other uses and certain- 
ly no one will dispute that man. 
woman, boy or girl will be a more 
efficient worker when comfortable, 
either at home or in office or work- 
shop. 


The bulk of the sales will, of 
course, come from the familiar fan 
that is complete in itself and can be 
carried from room to room and 
placed upon a table shelf or other 








ordinary support. People who buy 
their first fan will probably decline 
to pay the price for an oscillator but 
those who are buying a second one 

‘ can be sold this 

sort. 
Also people who 
buy the first one, 
- | will buy the low- 
° est priced fan the 
merchant will 
recommend, while those who have 
had experience will buy the better 
and larger ones because they have 
learned the comfort value of a fan. 

Customers will be, first of all, 
offices that are not fully equipped 
These are the easiest sales. . Next 
should come _ restaurants. Few 
restaurants have enough fans and 
comfort is a distinct selling advan- 
tage to a restaurant. 

Finally comes the homes and here 
will come a need for selling comfort 
and the many incidental uses of the 
fan such as drying hair, laundered 
clothes and shoes. 









This arrange- 
ment of clean- 
ers and washers 
has many good 
points. The at- 
tachments will 
attract attention 
and the chairs 
are inviting to 
the prospective 
customer. 

By Mohr-Jones 
Hardware Co., 
Racine, Wis. 
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Here Are Some Very Helpful Dis 





play Suggestions 


Below is educa- 
tional display by 
R. H. Macy & 
Co., New York, 
as announce- 
ment of an elec- 
trical show. The 
display cards 
told of origin of 
terms like watts, 
ohms, volts and 
other words that 
are electrically 
familiar. 
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GREAT 
FEATURES- 












HE exclusive Rotomatic Switch 
isa feature that sells. It’s aninstan- 
taneous hit withevery flashlight user 
... the first switch he ever saw that’s 
practically 100% trouble-proof. 


Now that we’ve added brilliant, 
enticing color...the Ray-O-Vac 
Rotomatic Searchlight is an even 
better seller! 


Color attracts the eye ... this is 
the age of colorin merchandise. And 
the Rotomatic Switch clinches the 
sale that color starts! 


Order from your jobber. 
























FRENCH BATTERY COMPANY 
Factory: Madison, Wisconsin 
Sales Office: 30 N. Michigan Avenue, Chicago, III. 
Branches: New York, Chicago, Minneapolis, Kansas 
City, Atlanta, Los Angeles 


Makers of Ray-O-Vac “A,” “‘B” and “C” Radio Batteries, Ray-O-Vac 
Flashlights and Batteries, Telephone and Ignition Batteries 


NVA ROTOMATIC 
C SEARCHLIGHT 
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EDITORIAL PAGE 


Fans and Seasons 


ANS, like many other electrical items, have peak 

seasons but the merchant should not entirely 

neglect the rest of the year. Take fans and 
heaters, for instance. Each has its peak season but 
each has uses all year. Some very keen merchants keep 
at least one sample of these articles on exhibit all year. 
Also they find a minor but steady sale at all seasons. 
Both have emergency values in off seasons. Both have 
sick room uses. Perhaps the best result of this practice 
is that every once in a while a salesman will suggest 
putting these items as being out of season and then 
the merchant tells this salesperson of the off season 
uses. 


Have you talked over the appliance selling with 
the local light company manager? 


Good Merchandising 


ECENTLY we stopped in an electric specialty 

store. The reason we stopped was that on Feb. 10 

this store was displaying a Christmas tree holder 
in the window. This holder was a new model, just put 
on the market last holiday season. We wanted to learn, 
if possible, the attitude of a merchant who. kept this 
strictly seasonal article in the window so long. He said 
business was bad and that department stores were get- 
ting the trade on a price basis. He could not afford to 
meet their prices and you know the rest. He “hadn’t 
had time to change the window.” 


Have you told the local light company manager 
that you are anxious to help him build business by 
selling appliances? 


ix Radio 

T is one of the mysteries of merchandising why so 
[a= merchants have accepted the theory that the 

radio season begins in September and ends with the 
holiday season. In much of the country March is the 
most uncomfortable month to get out. As we see it, 
that is the month people most need entertainment in 
homes. Why not make March the banner radio month? 


Have you persuaded your local light company 
manager that merchandise sold right and at a fair 
price is more appreciated than premiums? 


Special Selling Months 
N this issue we give some space to the plan for 
boosting waffle irons in the Pittsburgh territory 
during February. Undoubtedly the centering of 
effort and attention on waffle irons for a month will do 
much good. It will educate a lot of people about waffles 


and waffle irons and what is probably of more impor- 
tance, it will bring waffle irons to the attention of a 
good many merchants and salespeople who have not 
previously taken much interest in them. We believe 
that any salesperson who really understands and appre- 
ciates an electrical waffle iron can sell them any month 
of the year. We hope that this boosting of waffle irons 
in February will not lead merchants to judge them as 
seasonal to this month. They should be excellent sum- 
mer merchandise. 


Have you asked the advice of the local light com- 
pany manager on what are good appliances? 
Flattery is sometimes a strong weapon. 


Good Reading Lamps 

ECENTLY Mr. Norvell contributed two very in- 
R teresting pages to HARDWARE AGE under the 

heading “The Reading Lamp.” These pages 
were interesting and instructive. It was evident that 
the writer does get a great deal of enjoyment and men- 
tal and physical benefit from evenings in his library. 
Surely he has a very comfortable lamp to read by—one 
that supplies the right amount of light in the right 
place. We wonder how many more men and women 
would get greater enjoyment and benefit from books if 
they had the right kind of lamps. Here is a great op- 
portunity to serve your customers and to make some 
legitimate profit—by stocking the right kind of lamps 
and fitting them to your customers. There are many 
abuses of light and lamps that should be corrected. 


Have you asked the local light company manager 
if he will permit you to sell on the terms he adver- 
tises and take over your credits? Many companies 
are doing this. 


r] 


Toast and Coffee 


CCORDING to the program laid out for them- 
selves, the manufacturers are to feature toasters 


and percolators in the advertising published in 
the March magazines and in newspapers during the 
month. Such advertising always helps the local mer- 
chant to sell the goods advertised if he will connect his 
store and stock with the national advertising. Some 
manufacturers make it a point to send reprints of this 
advertising to dealers. If you receive such reprints, it 
is good business to use them. If you do not receive 
them, it is good busness to cut such an advertisement 
from a current magazine and include it in your display. 
The merchant who once tries this will repeat. 


Have you kept notes on the increasing apprecia- 
tion of the independent merchant’s sale of appli- 
ances by the leaders in the utility field? And have 
you talked this over with your local manager? 
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Looking ‘gs 
for a 


“TRADE WIND”? 


Old sailors know the steady breezes 
off the equator as the trade se 







And when dull hot days come wise 
dealers know the lively breezes from 
R&M Fans are ‘‘trade winds,”’ 
too—dependably blowing con- 
tentment to customers; profit 
to themselves. 


An R&M sale is a sale—no,: 
service needed afterwards be- \WHRN 
cause Robbins & Myers Fans 
are the fine product of 31 years’ pre- 
cision manufacture. Light, but 
sturdy. Quiet running. Need lubrica-— 
tion only once a year or so. Adjust- 
able to “‘a gale or a capful.’’ Exten- 
sively advertised for years — they are 
never shelf-loafers. 


1929 R& M advertising is breezier than 
ever. Before you know it sweltering 
people will be asking again for ‘‘the 
fan with the flag.’’ It isn’t too early 
to order your summer stock today. 


Robbins & Myers, Inc. 
Springfield, O.; Brantford, Ont. 


Robbins & Myers 
Fans and Motors 


The Sign © of a Breeze 
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STARTLING! xtc 
Portable- Enclosed 
~ UNIVERSITY 


EXERCISER AND REDUCER 
with that Dominant—Exclusive 
University Selling Feature 


SELECTIVE VIBRATORY ACTION 
The Vibratory Action is positively 
controlled and regulated by a simple 
device—so that the user may select 
any vibration desired—from a gentle 
flutter to as vigorous as man can 
stand. No other machine offers this 
basically essential feature. 


Fifteen Other Outstanding Points are embodied 
in these new improved models. 


Retails at Remarkably Low Price of 


$ 9 50 with startling 
e dealer discounts 
University Exercisers are Not Playthings—They are 
Superior Machines, strongly built for lasting service. 


Full 44 H. P. Motors. Silent in Operation and Vibra- 


tionless in themselves. 

Compact—Attractive—Fully Guaranteed 

Hand ly Finished in Desirable Colors 
With the portable Model D 
and this New Model C on 


standard base, dealers can 
satisfy any consumer demand. 











Model C retails at 


*115.> 


with same liberal discounts 


Write NOW for Literature 


and Discounts 


Devices Corporation 
223 Mt. Auburn Street 
Cambridge, Mass. 








MODEL C 











Waffle Month in Pittsburgh 


(Continued from page 101) 


as you like. A little breakfast table set for two, linens, 
flowers, colorful dishes, coffee service, the plate of crisp 
waffles and the electric waffle iron. And wouldn’t you 
stop ’em if you had a pretty hostess busily making the 
waffles ! 

Get window trim material from your distributor. Be 
sure to use the orange and black window poster which 
ties in with the general publicity. 


2. Have a sufficient supply of waffle irons on hand. 


. Give your sales employees special inducements for sell- 
ing waffle irons during February. Let your maximum 
selling effort go hand in hand with the splendid pro- 
motional program. 

. Use necessary tie-in publicity; newspapers, handbills, 
telephone solicitations, etc. Remember that customers 
attracted to your store during this campaign will be a 
source of future business. 


. Consult your jobber salesman concerning the best waffle 
iron for you to feature. 


Free Demonstration Service 


Will be supplied you. This service is Free. Fill in the 
application, naming the date desired, and every effort will 
be made to have the demonstration on that date or as near 
as possible. You will be notified of the definite date a 
few days in advance and urged to make proper prepara- 
tions accordingly so that the demonstrator can give you a 
full day’s service. Tie in the demonstration by window 
trims, interior store display, newspaper advertising and 
telephone solicitation. Mail this coupon at once. 

Dear Mr. McCullough :— 


We want a demonstration of waffle irons in our store 
on February ( ). We will be prepared for the demon- 
strator. 


Ten Electrical Commandments 
for Housewives 


1. Thou shalt have no needless drudgery in thy 
home—delegating to electricity all wearisome tasks. 

2. Remember the cellar light—don’t leave it burning. 

3. Thou shalt not permit the cords of thy appli- 
ances to become frayed and worn, and easy prey to 
short circuits. 

4. Thou shalt not allow the frost to gather to an 
unseemly depth upon the freezing unit of thy re- 
frigerator. 

5. Remember the bag of thy vacuum cleaner to 
keep it empty. 

6. Thou shalt not forget that electricity is cheaper 
than eyesight, and shall use freely of the first to pre- 
serve the second. 

7. Thou shalt not tax thy electric circuits beyond 
their capacity lest they blow out their fuses. 

8. Thou shalt not fail to keep extra bulbs in the 
house against the day when they shall surely be needed. 

9. Thou shalt have at least one light in every room 
controlled by a switch near each door—thus will you 
save much stubbing of toes and barking of shins. 

10. Thou shalt utilize thy toaster and thy percola- 
tor and all they table appliances to the fullest extent, 
for thus wilt thou add to thy own comfort and thy 
family’s enjoyment. 
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It's the Fan 


makes the Sale 


Here’s the sturdiest, handsomest. blowingest fan that you can 
offer to a breeze-seeking customer. 


The Day-Fan Fan blows more air, and you can readily demon- 
strate that to the cool satisfaction of all whom the heat drives 
in to you. The big square-tipped blades driven by the famous 
Day-Fan motor .. . that’s the reason for superior air delivery. 


There’s a lot of talking points about Day-Fan Fans. We’ve 
got all this information for you and your sales people. 


Sales helps? Of course. Window displays. Envelope en- 
closures. Newspaper ads. Newspaper cuts. But, the big thing 
is having the Day-Fan Fan. Place your order now. 


Write us for jobber’s name. 


Day-Fan Electric Company, Dept. R., Dayton, Ohio 
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realization of personal need. Wom- 
en may think that they know all 
about a given electric cleaner, or 
washer or ironer, but they don’t 
know very much, else, quite likely, 
no home in the country would be 
lacking this equipment. At least, 
if women knew all about them, the 
selling of cleaners, washers, iron- 
ers and other servants, would re- 
quire very little effort—the mere 
display of them would suffice. 

The Winters Hardware Company 
began handling electric cleaners in 
1915, for a number of years con- 
ducting its own selling activity, 
which consisted mostly of selling to 
those who came in to buy. Sales 
were occasional and volume was 
modest, yet what could be done— 
it seemed impossible for any mem- 
ber or employee of the firm to find 
time to go out and dig up the busi- 
ness which was obviously waiting 
to be dug up. Frequently months 
passed without sales. 


A limited program of outside 


(Continued from page 108) 


selling was soon instituted in the 
form of semi-annual campaigns 
when the cleaner was offered at re- 
duced down-payments, and _ the 
town was canvassed by a crew of 
two or three men who, at other 
times, were similarly engaged else- 
where. 

Sales always resulted, and most 
purchasers, instead of taking ad- 
vantage of the minimum terms, 
made substantial down-payments 
or paid cash. 

This proved to the Winters peo- 
ple that selling cleaners was not so 
much a matter of making the ap- 
pliance conveniently accessible 
financially as of educating pros- 
pects to their need for it, thus em- 
phasizing the desirability of having 
a salesman attached to the store 
who would specialize on this appli- 
ance alone. 

But Fremont was only 12,000 big, 
and therefore seemed a bit small 
to support a man working on the 
cleaner only. Fortunately, located 








APPLIANCES 
RADIO 


HATEX 


Insulated Flexible Cords 
Silk — Cotton — Asbestos 


f 
LIGHTING FIXTURES 
PORTABLES 





Woman’s Rhyme Encourages Cleaner Sales Activity 


in four other towns within extreme 
distances of 18 miles, were three 
other hardware stores and one fur- 
niture store which sold the same 
make and were faced with the same 
problem. It was arranged, there- 
fore, that one and the same man 
would work for all five dealers ex- 
clusively for each dealer in his lo- 
cal territory, going from one town 
to the other and devoting in each 
place as much time as needed and 
when needed. 

That was in 1920. The plan 
proved successful in operation. In 
the nine years ending with 1928, 
1871 cleaners and 646 sets of dust- 
ing tools were sold for the group, 
whose combined market is repre- 
sented by 4333 residence meters. 
In other words, in nine years prac- 
tically 44 per cent of the field was 
sold this one make. 

This is not the accomplishment 
of an unsupported salesman, how- 
ever, as each dealer in the group 
realizes the value of extending es- 








“Service Cords” 


HATFIELD RUBBER WORKS, Inc. 
HILLSIDE, N. J. 











Confidence in SBhampion 


Brand 


Tungsten Lamps is shown by 20,000 
retailers and 500 jobbers who sell them. 


140 Maple St., DanVers 
Mass. 
“Licensed under the General Elec- 


tric Company's Incandescent Lamp 
Patents.” 











TRY 


The suggestions offered 


in this issue of Hardware Age for 
merchandising Electrical Goods. 
The live dealer can amplify his sales 
by prominently displaying these ar- 
ticles. 

Step up your sales by reading the 
electrical merchandising articles in 
the Electrical Goods Section of 


Hardware Age 


























sential assistance, such as display, 
advertising and other promotional 
effort. Publicity is needed, of 
course, since other makes of clean- 
ers are represented in these towns 
and salesmen for other makes are 
out canvassing and demonstrating. 
If for no other reason, however, the 
publicity keeps the women of these 
towns cleaner-conscious. 

The things done by the Winters 
Hardware Co. are typical of the 
support given by the group. The 
cleaner is advertised in the local 
newspaper at least weekly (the 
manufacturer shares 50-50, up to a 
certain amount, in local publicity). 
Poster boards are used in Novem- 
ber to center housewives’ thoughts 
upon the cleaner and the thoughts 
of husbands on giving the cleaner 
for Christmas. 


The cleaner is displayed and 
store-demonstrated immediately 
within the door. Every other 


month one of the windows is given 
over to an exclusive cleaner dis- 
play. 

A regular mailing schedule otf 
folders is maintained and broad- 


sides are distributed in connection 











SOLD BY JOBBERS 
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with the reduced down-payment 
campaigns, which are still a twice- 
yearly feature. But the firm’s suc- 
cess in selling cleaners is perhaps 
best described in that little pen- 
cilled rhyme which, since it was 
given to them, the folks at the 
Winters Hardware Co. so often 
think about— 
“In life’s earnest battle, they only 
prevail, 
Who strive for a purpose, and 
never say fail!” 
That might well become any re- 
tailer’s motto; his war-cry to spur 
on to real merchandising effort. 


Farm Wiring 
(Continued from page 107) 
Repeated rupturing of circuits by 
any of these fuses will indicate 
that too much current is being 
used at one time. As your require- 
ments increase the company will 

install larger transformers. 


“How can I ask for a good job of 
wiring when I don’t know anything 
about it?’ 


The best way to do is to ask your 


power company for a sample speci- 
fication and a contract form. Near- 
ly every power company now has a 
specialist on this rural work who 
will be able to give you the desired 
information. 


Give a Thought to 
Chickens 


(Continued from page 102) 


trying to find out what is the matter 
and why and where. Electricity is 
the opposite of this situation. A 
good wiring job to start with and 
good merchandise in the original in- 


stallation practically eliminates 
trouble. 
Since 1923 the number of farms 


with electricity has more _ than 
doubled and the number is increas- 
ing rapidly. The market for elec- 
tric poultry equipment grows in pro- 
portion. As a rule, the light and 
power companies do not merchandise 
this equipment and some companies 
are actively helping hardware mer- 
chants to interest farm and subur- 
ban light customers in this equip- 
ment. 
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50% Increase in Lamp Sales 


Due to this intelligently conceived 
window featuring Hygrade Lamps, 
the Comstock-Castle Stove Com- 
pany of Quincy, Illinois profited by 
a 50°;, increase in lamp sales. 

Hygrade’s reputation for quality 
plus Hygrade 
dealers has brought the same grati- 
fying results to hundreds of other 
Hygrade dealers. 


HYGRADE_LAMP CO 


SALEM Mass 


Licensed under General Electric Company's Incandescent Lamp Patents 


AND FACTORY 
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New Goods to Sell 


Convenience Outlet Range 


This popular 
price ($59.50 
list) electric 
range occupies 
but 12 by 14 in. 
floor space, but 
has adequate ca- 
pacity for aver- 
age family. Max- 
imum wattage 
with one cord is 
1200. Wired to 
avoid accidental] 
overloading of 
circuit. Oven has 
temperature indi- 
cator and_ con- 
tinues cooking on 

stored heat when shut off to permit use 
of top. Finish is white porcelain enamel 
top, back splasher and oven door 
against black enamel body, and legs. 
Landers, Frary & Clark, New Britain, 
Conn. 


Three Speed Fan 


This 16 in. 
oscillating, 
slow speed fan 
is made for 
both ac and 
de. Same in 
general con- 
struction as 
time tried 
models except 
that changes 
in size and 
pitch of blades 
permits effi- 
cient service 
at slower 
speed. Gear 
equipment 

standard for many years. Packed with 
8 ft. cord. Suggested price, $35. Com- 
pany has wide price range of models. 
— & Myers, Ine., Springfield, 
Ohio. 


Corn Popper 


This corn popper has polished alumi- 
num body and nichrome element. Ex- 
periments for most effective design con- 


tinued more than a year. List price 
$1.75. Superior Electric Products 
Corp., 1300 South Thirteenth Street, St. 
Louis, Mo. 


The Frederick Washer 


The Frederick washer, guaranteed by 
the Maytag Co., is a new machine and 
a new firm. The sponsors emphasize 
the lack of vibration and silent action. 
Cleansing is done by a countersunk 
gyrator, aided by scientifically-located 
corrugations in wall of round, copper 


pa ae Pome bes 


tub. Safety feed, 7-position, self ad- 
justing wringer. Copper tub has self- 
cleaning, nickel plated satin finish. 
Mounted on easy roll casters. Occupies 
23 in. square floor space. Exclusive 
sales franchises. The Frederick Co., 
100 W. Monroe Building, Chicago. 


4, 


New Electric Ranges 


Two new Star-Rite ranges are an- 
nounced, the apartment house type 
shown here 

and a cabinet 

range. Gray 

porcelain 

enamel with 

white enamel 

trim or in 

other colors on 

request. Ovens 

equipped with 

heat indicators 

or control. 

Type shown 

here is 48 in. 

high, requires 

22 by 27 in. 

floor space; 

cabinet re- 

quires 39 by 

27. Three heats 

for cooking units. Total input 7660, 
nominal rating 7.5 kw.-115/230 volts. 
Fitzgerald Mfg. Co., Torrington, Conn. 


Health Building Machine 


This com- 
pany has two , 
models of the 
ponvular exer- 
cisers. One is 
cabinet, port- 
able model that 
can be placed 
on table, and 
retails for 
$69.50. The 
type illustrated 
sells for $115. 
Quarter hp. 
motor, _ silent 
in operation 
and fully ad- 
justableas 
to vibrating 
speeds. Fin- 
ished in desir- 
able colors. De- 
vices Corp., 
223 Mount Auburn Street, Cambridge, 
Mass. 














New Suction Cleaner 


This is a new 
model of suction 
type vacuum clean- 
er which is to be 
distributed by job- 
bers and dealers. 
List price $29.50, 
attachments $6. It 
is called Hamilton 
Beach Straight Air 
cleaner. Stationary 
nozzle brush, float- 
ing type, with tilted 
bristles (patent ap- 
plied for); visible 
5-position nozzle 
adjustment; H-B 
motor with grease 
packed bearings. 
Net weight 11 lb. Hamilton Beach Mfg. 
Co., Racine, Wis. 


Home Ventilator Fan 


Aan” 





























ug 





This type of fan adapted for home 
from built-in factory fans is becoming 
very popular. They can be placed at 
either top or bottom of window and 
windows can be raised or lowered with- 
out removing them. Adjustable to blow 
either into or out of room. Can be ad- 
justed to any window. Finished in 
washable French gray color. First used 
in kitchens, but now placed in all rooms. 
Peerless Electric Co., Warren, Ohio. 
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You Can Fool Some 
of the People, etc.— 





But you can’t fool any- 
one with a box of poor 
quality, short weight 
tacks. There are too 
many of them. 


ATLAS 
Tacks & Small Nails 


Please every customer, every time 
a tack or nail is used. Full 
weight, honest count of quality 
tacks or small nails in every Atlas 
box. 


You take no chances, selling 


them. 


Order through your jobber. 


ATLAS TACK CORPORATION 


Fairhaven, Mass., and St. Louis, Mo. 




















A Better Grade of 
Wire Netting Than 
Straight Flat 
Hexagonal Mesh 
Has Never Been 


Devised 



























Many substitutes 
have been ad- 
vanced; and while 
we make them, we 
unhesitatingly rec- 
ommend our Su- 
perior Hexagonal 
above all others. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 





SUPERIOR 





MR. DEALER, ARE YOU 


interested in a “best seller?” SKILSAW, the original 
portable electric hand saw, positively classifies as such! 
Here are the features that sell this remarkable saw: 


REPUTATION 
SAFETY 
SPEED 
POWER 
ACCURACY 
DURABILITY 
PORTABILITY 


SKILSAW performs 
any operation in saw- 
ing wood. It will 
prove to be a profit- 
able and economical 
saw for your  cus- 


tomers. SKILSAW 

is made in FOUR 

sizes; that means 4 

= models to sell—and 

y) ; PS there are profits in 

Pa every model! Write 

Lif us today for Infor- 

PZ mation and ‘‘cut in’* 

. Pa ’ on the profits. Others 

. A are doing it! 

Pa - Look for trade name. 

$ These tools manufac- 
tured only by—- 

SKILSAW we 


Write today for information about Dept. B 1 
our three-machine display stand 3317 Elston Ave. 
It will help you to sell— Chieago, Il. 


SKILSAW 









































‘That 
Reminds 


Me—!”’ 

















F rhe Modern store of 
Stores that are equipped with A. M. Griffin, Plain 
modern Heller merchandising field, N. J., is Heller 
fixtures are stores with cus- equipped. 
tomer appeal. They not only 
draw new trade, but also sell ; 
your present customers to capacity—silently, psycholog!- 
cally—with no more effort on your part than usual. 
When the customer enters to buy a pound of eight penny 
nails he will exclaim, “That reminds me—I must have 
some of these hinges, and one of these saws!’’ What you 
show, you sell, now-a-days. 
Fill in the questionnaire below and send to the W. C. 
Heller Company for Heller’s personal suggestions on how 
to modernize your store. You too should be hearing that 
profitable phrase, “That Reminds Me!” 

Be sure to see the Heller exhibits at any of 

the following conventions during February: 

Detroit, Rochester, N. Y., Philadelphia, and 

Cincinnati. 


HELLER 


Business Building Store Equipment 
W. C. HELLER & CO. 


700 Bryant St., Montpelier, Ohio 
New York Office, 20 Vesey Street, 
Suite 500 


Write name and address in margin below 


Check the items you are interested in, 
tear out this ad and mail it today. 


"] New Style Display Tables 

0) Price Tickets for Display Tables 
©) Display Door Wall Cabinets 
67 A 2-28-29 
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“TIVES” Patent Ventilating Lock 


bp 


Moenufecterers of me Window 


“Quality Hardware Since 1876” 
Window and Door Specialties 


TueE H. B. Ives Co. 
New Haven, Conn., U. S. A. 





a Window 


MASTER PLIERS 


Unbreakable— Guaranteed 


HE powerful compound leverage design means easier cuts, 
longer life, greater usefulness. 





Investigate the sales possibilities of 
Master Pliers. Order from your 
jobber. 






MASTER 
PLIER CORPORATION 
7328 Harrison Street, Forest Park, Illinois 











STRATTON!!! 


ond eee 
E both 
Euncing vt | HANDLES 
dried. Plain, or Enameled 


IN COLORS 
Stratton Mfg. Co., Stratton, Maine 











bony 


_ the new sca Construction Bit 


The Screw—Spur— 
Throat cutting edge 
all the important 
a Snell features. 
Snell Bits stand the 
gaff for builders 
miners, contractors 
shipyard and rail- 
road workers. 


SNELL MANUFACTURING CO., FISKDALE, MASS. 
Sales Representative: iam 2. Goiem & Co., 113 Chambers 8t., 


Write today for Cat- 
alog 




















Levenansensasannseveevescannecerrrvern 





Paine Toggle Bolts 


The only spring type toggle 

on the market 
The wings open instantly 
in any position in hollow 
material. 

Any Style Head 

Any Length bolt 

Standard bolts threaded 
to head 

Requires no  guiding— 
Just insert—The _ spring 
does the rest. 


Samples on request— 
no charge 


THE PAINE COMPANY 


2947 W. Carroll Ave., Chicago, Ill. 
9 Barclay St., New York, N. Y. 











io] 


THE CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 
Waurehouses—New York, Chicage, Philadelphia 
Western Factory—Dayten, Ohie 





The reputation of 


Brown f& SHARPE 
Went) a 


for Accuracy and Reliability 
finds them a ready markct 
Svea hWartiet t7-5 oie balan 3 tm etrere 


BROWN & SHARPE MFG ¢ 
ProvipEence RI USA 


Worlds Standard of Accuracy 





Speed Up the Wheels 
of Industry 


Write to your jobber today for any 
of the merchandise advertised in 
these pages. Don’t wait for the 
jobber’s salesman. You may forget. 
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IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices 
MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New Yorks 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 




















Fig. 536 Fig. 50 


Fig. 1809 
MANUFACTURING PUMPS 
EXCLUSIVELY SINCE 1880 


Fig 1062 


SALEM, OHIO 
A COMPLETE LINE—A PUMP 
Fig 1 4FOR EVERY PUMPING NEED  Fic.80 


Fig. 516 Fig. 1444 Fig. 2085 Fig. 125 Fig. 1531 














Simplex 
Screwed 


Sell on Sight! 


Their Visible Screw, Stability, 
Workmanship & Duco Coloring 


Create Sales Appeal 


Templeton, Kenly & Co. 
, have been famous 


Chicago, IIL,U.S.A. for Years 


Sim plex Lever Jacks 
Pipe Pushers 
and Trench Braces 





Screen Tacks or Numeral Nails 


2D (Petes) ey 
2 '@255 , 














GBDDOD 
alll | 
Solid brass tacks, beveled heads, with countersunk japanned numbers, 
and firmly riveted stee] points. 
Packed on cards in sets of 1 to 25, 26 to 50, 51 to 75, 
76 to 100. 
Also packed in display box with 25 compartments, 25 
tacks to compartment, total of 625 tacks to dis- 
play box. 


MOORE PUSH PIN CO., Philadelphia, Pa. 














oY or 

Ge © 

oswrees SsiLcson WRENC HY. 
Als Senet te0 


Se weew * oot Sith mane 





Sell Six Wrenches Instead of One 


With this handy set of six Genuine Oswego Stillson 
Wrenches packed in a light strong box, it is almost as easy 
to sell the complete set, as to sell a single wrench. 


Send for descriptive leaflet. 


THE OSWEGO TOOL COMPANY 
Oswego New York 











A Key a Minute 
Shows the Profit in It 


Hundreds of hardware 
stores are making money 
with Segal Key Cutters. 
The 


Segal Key Cutter 


cuts all makes of flat, 
cylinder, or paracentric 
keys. Used by ten thousand locksmiths. 
Made by the makers of the famous Segal 
Jimmy-proof Lock. Write for Literature. 


Segal Lock & Hardware Co., Inc. 
57 Ferris Street, Brooklyn, N. Y. 

















SAMSON CORDAGE WORKS 


BOSTON, MASS. 


wate) 5 MOO). 9D 


SAMSON SPOT, PHOENIX and SACHEM. brands 
each the standard of quality for its particular use. 


“There IS a Difference in Sash Cord’’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 




















ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 


Home of the Worlds Finest Steel 
A A A 
Sponsored by 

JOHANESON, WALES Gere 

& SPARRE, INC. 
importers 
162 Chambers St. 
New York City 
Tel.: BARelay 0844 
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Classified Opportunities 


Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
Classified Advertising Rates BOXED DISPLAY RATES Positions Wanted Advertisements 
Op ny ndeengs Section a ate +s oad . 50% off rates quoted 











Address your advertisements and replies to 
Hardware Age, Classified ~~ 
Disssunts for Claniied Advetiing | “O™ SL ew 
All Capitals, Minimum of 5 lines.. 4.00 — 
Each additional line 80 4 insertions, 10% pe 8 insertions, 15% Harpware Acs is published each Thursday. 
Average 10 words to a line s Forms close Nine Days previous to date of 
Allow One Line for Keyed Address Remittance Must Accompany Order publication. 


Samples of merchandise, literature, catalogs, etc., uiring more than ordinary reforwarding postage should not 
be addres to box numbers. 




















BUSINESS OPPORTUNITIES POSITIONS WANTED 


seinen Gente gar Bg thie te “a5 
5 3S STRICT OF A U N SEACOAST CITY OF ° 

60,000. ESTABLISHED 25 YEARS. CLEAN STOCK, STORE Mr. Hardware Retailer or Wholesaler 
(URES. INVENTORY ABOUT. $35,000. ADDRESS BOX 1237, 
fURES IN oO A 35,000. -257, Can 2 1 liv ’ D . 
CARE OF HARDWARE AGE, NEW YORK. hardware experience, four retell, thiee with’ heeding Gultton’ "mena. 
ware manufacturer? One who has personality, character, »- 
FOR SALE—COMPLETE SET of Heller patent panel door hardware paubneed. Hf yon tase ¢.s00 anal tes dated man ke toes Gee 
nxtures; 3 Myers rolling ladders; 2 large cabinet size 4 and 5 drawer tion address box 1-279, care of Hardware Age, New York 
cash registers; 2 large safes; 2 Mosher’s tool racks; 5 six foot oak show i . 
cases; 2 five roll, 12 ft. linoleum racks. WALBERTS & TIMBERLAKE, 
Columbus, Kan. 


























SALES REPRESENTATIVE—TWENTY YEARS’ EXPERIENCE, 
WANTED—MANAGER FOR SOUTHERN JOBBING HOUSE with | SELLING A LARGE WAY TO JOBBERS FROM MAINE TO COLO: 
RADO. HIGHEST KEFERENCES. SALARY OR COMMISSION. 


a 40-year record of success and an opportunity for enlargement. Party - ! . , 
must have hardware experience as owner or manager, executive ability — BOX 1-280, CARE OF HARDWARE AGE, NEW YORK 


and successful record as profit producer, and $50,000 to $100,000 to invest. 
Address Box 1-265, care of Harpware Ace, New York. 


"EXECUTIVES seeking new connections and others qualified for salaries SALES ACCOUNTS WANTED 


of from $3,000-$20,000 yearly find in our confidential service a highly 
specialized dignified and effective means of placing themselves; not an 
agency. Send name and address for full particulars. J. T. JENNINGS, 
Room 306, First National Bank Bldg., New Haven, Conn. 




















FOR SALE--KETAIL HARDWARE STORE situated in a live town, Attention, Manufacturers! 
western New York. Stock inventories about $15,000. Will sell or rent 
building. Address Box 1-281, care of Harpware Ace, New York City. Old established “a 


FOR SALE—HARDWARE STOCK, fixtures and tools, located in Manufacturers’ Representatives 


town. Good going business, established location. JOHN D. DUN’S RATING: $125, — 


good 

LAWSON, Milan, Michigan. 

FOR SALE—$14,000 Stock of Shelf Hardware, tools, etc., in Illinois, Wishes to handle additional lines or big-volume 
in a town of 70,000, choice location, established 20 vears. Address Box s ° Ity it on 


1-254, care of Harpware Acz, New York. “ 
Pacific Coast 
We sell your merchandise on a commission basis for 
POSITIONS WANTED shipment from your factory or handle and distribute 
your line through our well-organized selling and ship- 
J HAVE SEVERED | MY GONNECTION with Schlage Lock. Co.. ping organization from 
ir eveian an northern 10 Wi een . 
years’ experience in this territory. 1 am now open for position with manu- Our Own Warehouses in 
facturer of similar line of builders’ hardware or hardware specialties. . 
pane Ses 1-251, care of Harpware Acg, 1362 Hanna Bldg., Cleve- Los Angeles and San Francisco 
and, 10. 

















eliminating for you all merchandising ex and 
SALESMAN WITH TWELVE YEARS EXPERIENCE, covering credit risks. Correspondence invited. Box L216, care 
wholesale and retail trade in Western Pennsylvania, Eastern Ohio, North- of HARDWARE AGE, New York. 

ern Maryland, West Virginia and Northern Kentucky, desires to make a 
change. At present employed as district manager of national concern in wa 
this section. Headquarters Pittsburgh. Desire executive position or will 
represent manufacturer of good strong line in this district. Address Box 
1-282, care of Harpware Ace, New York City. 











MANUFACTURER’S REPRESENTATIVE 


SALESMAN, 34 years of age, 10 years’ experience in the tool business, ss a 
wide acquaintance with jobbing trade in Middle West particularly Chicago | | oom for two 7 aoe nr a lines of hardware and house- 
to Denver, St. Louis to Duluth desires sales position with reputable manu- urnishi New v jo Sta and department stores in the following terri- 
facturer. Now employed but wishes to make a change. Address Box Weshi cw Se tate, New Jersey, Philadelphia, Baltimore and 
1-286, care of Harpware Ace, New York. ington. Fifteen years personal contact with hardware jobbers 
and leading retailers throughout country. Have made 
study of merchandising. Highest credentials will be furnished by 
MANAGER—BUYER—SALESMANAGER. Twelve years’ experience many of the best known concerns in the trade. Edward Weingarten, 
as merchandise executive in wholesale, three in retail and some in mail 286 Fifth Avenue, New York. 
order hardware, housefurnishings and cutlery. Prefer position with manu- 
facturer or jobber. Available at once. Best references. Address Room 
705—160 N. La Salle St., Chicago, II. 























SALESMAN—HARDWARE—TOOLS—MILL _ supplies. 17 years’ 
F HARDWARE MAN, 28 YEARS OF AGE, with 12 years’ experience road experience. 15 years continuous service with present concern. De- 
in sales and purchasing departments. Prefer to connect up with a concern sires connection with manufacturers or jobber New York territory, or will 
in or near New York City. Address Box 1-266, care of Harnware Acr, | consider few high grade established lines to represent in Metropolitan dis- 
New York. trict. Box I-269, care of Harpware Ace, New York. 
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Classified O 


portunities 





SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 








WANTED 


Sales Representation and Distribution or Both— 
within a radius of 50 miles of New York City—in Hardware 
specialties, Radio Accessories, Electric Appliances by a 
reliable house with experienced sales force. 


Address Box I-268, care of Hardware Age, New York 














SALES REPRESENTATIVE—FOR MIDDLE WESTERN TERKI- 
TORY, Selling the hardware jobbers, dealers and department stores on 
commission basis. Our product is a nationally known sheet metal spe- 
cialty already well established in this territory. To be considered, write 
ully in Jonghand your age, experience, territory covered, line or lines 
now carried and references. Present representative being moved to other 
territory and knows of this ad. Address Box 1-274, care of HARDWARE 
Ace, New York. 





MANUFACTURER OF BUILDERS’ HARDWARE has opening for 
efficient representation in several territories where trade has already been 
established. In replying state lines now carried, houses represented and 
qaet feesiery covered. Write Box I-270, care of Harpware Ace, New 

ork City. 


WANTED—A THOROUGHLY EXPERIENCED MAN to work in a 
large suburban hardware store. State experience, references, age and 
ealary desired. Address Box I-273, care of Harpware Ace. New York. 








COMMISSION SALESMEN IN EACH STATE for manufacturer of 
hand tools and hardware specialties. Advise territory covered and houses 
represented. Address Box H-638, care of Harpware Acre, New York City 





THOROUGHLY EXPERIENCED HARDWARE SALESMEN | to: 
Suffolk County, Long Island, Westchester County, New York, and Sussex 
County, New Jersey. Only those having had previous wholesale hardware 
ae on glam need apply. Address Box 1-278, care of HaruwarE AGE, 

ew York. 


REPRESENTATIVES WANTED—Who are calling on th. 
ware and kindred trades to sell, along with their other 
TATE,” The Wonder Cleaner in packages and in bulk 
erences and territory covered. Address Box I-283, care 
Ace, New York City. 


retail hard 
lines, “SANI 
Please give ret 
of FLARDWARE 





FOR SALESMEN AND MANUFACTURING AGENTS calling on 
hardware, automotive, industrial and garage trades, we have an excellent 
proposition on automotive chemicals and dry cell batteries Established 
lines, repeat business. Write immediately for available territories. .\d 
dress Box I-285, care of HarpwarE AGF, New York 


HIGH-GRADE CHINA PORCELAIN BATHROOM FIXTURES 
All territories. Liberal commission arrangement. Salesmen with follow 
ing in hardware and department stores write for particulars. CERAMIC 
SPECIALTIES, INC., 154 Nassau St., New York City 


WANTED, BY ESTABLISHED MANUFACTURER of Stampings 
and standard items energetic salesman capable of calling on manufacturers 
and jobbers. Opportunity to grow into business. Give full particulars 
Address Box I-284, care of HarpwarE AGE, New York City 





SPECIALTY SALESMEN CALLING ON THE HARDWARE 
TRADE. We have a side line of a popular article used on every home- 
pocket sample. Liberal commission. CAMBRIDGE-WHEATLEY CO.. 


Dept. “C,”? Covington. Ky 








Hardware Age. 


Opportunity 


HARDWARE AGE 





WHERE BUYERS and SELLERS MEET 


HEN you are in the market to buy or sell a store, to secure help 
or a position, or to secure sales representatives or a sales account 
look over the offerings in the Opportunity Exchange section of 
If you don’t see just what you want, ask for it as 
there is always some one who will be interested in your proposition. 


Rates on Request. 


Exchange Dept. 


Hardware Age is the 
authoritative national 
hardware paper and is 
read by dealers and 
jobbers in all sections 
of the country. 


239 W. 39th Street, New York 








Strength—S peed—Stamina 
—that’s what you sell 
in a Lenox Cutter 


New methods in tempering ana® 
sharpening cutting wheels—big im- 
provements in design and balance 
—better fitted to the hand—abso- 
lutely modern in every particular— 
a cutter that gives customer satis- 
faction and dealer, profits. Order 
— stock today while it’s in your 
mind. 


- 


American Saw & Manufacturing Co. 
Springfield Massachusetts 





"The Tools in the Pid Bex 


“The Story of the 
Wolves of Lenox.’’ 


SERPS EST HR EEAEVESNFEBESESSEAAIIONVIA NII ONIONS 








FS cushion TIRE 


A STORE LADDERS 


Insure perfect shelf service for any 

= line of merchandise. Deep tread steps, 

— properly spaced, with convenient full 

length handholds on both sides of 
ladder permit mounting or descending 

with ease. Both hands free to remove 

or replace stock without danger of fall- 

ing. Cushioned Tired Trolley and Truck Wheels elim- 

inate noise and pee: vibration. Erection as simple 

as A,B,C. Utilize small space. Make top shelves 

safely available for stock purposes. One style— 

neat of design—nicely finished—any height ceil- 

ing. Thousands in use. Circular on request. 


mt FE MYERS & BRO.co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 


















































— 








Looking for a Hardware Store? 


The place to find one is in the “Classified 
Opportunities Section” of this paper. 


By watching the FOR SALE ads you'll be 
reasonably sure to secure a good paying busi- 
ness at a fair price, or better still, let the trade 
know the kind of a store you are looking for. 








Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 


of quality 


CALDWELL MFG. CO. 
52 Industrial St. Rochester, N. Y. 
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THE ADVERTISERS INDEX is published as a convenience and not as @ part of the advertising contract Every care will be taken to index correct! 
No ailowanres will be made for errors or failure to insert 
A Billings & Spencer Co......... ~ | Copeosam S8fg. Co..c.cccveres - G 
Birtman Electric Co.......... 109 | Cortland Grinding Wheels Corp. — 
Ace Rantunre Mfg. Corp..... — | Bissell Carpet Sweeper Co..... at io, oe? iS > \ a ernanreaes — | Gates Rubber Co.. The..... = 
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Bommer Spring Hinge Co.... — ee ey ee ee re re 14 
ie a re - 8 
. a ee A, - Getz Power Washer Co. _ 
I I nin w cosa’peeree -- Se aaa D 
a ; end ‘ Boston Varaish Ce... . 626.650 . CR ONE in ko ocean ts sacs _ 
‘ hte or Hamilton Inctitute.. — | 5 oason Woven Hose & Rubber Datey Mig. Co.,......0+00++s% — | Gilbert & Bennett Mfg. Co..... _ 
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poate Brach Mfg. Co. L. S......... De Laval Separator Co........ Globe Vacuum Bottle Co........ — 
Altorfer Bros. Co..92-93-94-95-96-97 | Brainerd Mfg. Co — | pemco, I sa i 
Ajumi Prods. C + Scot Ie scene seit aries Demco, Inc. ...+.eeeeseeeeees Gold Medal Folding Furniture 
J werener ods. Bi stbaens or SG UN sonc bv oso v as "| Che Cs boss ibcdeneses'c es 125 A et eee Le hae nee _ 
auearenes wipes Association.. — | Bridgeport Screw Co........-. — | Detroit White Lead Works... 1 | Good Housekeeping .......... — 
mene Chain Co........... —| Bright Star Battery Co........ Devices Corporation .......... 118 | Goodell-Pratt Co. ..........06- — 
anniaees Flyer Co..........-- — | Brown & Sharpe Mfg. Co..... 124] Diamond Calk & Horseshoe Co. — | Goodrich Rubber Co., B. F., The — 
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2 a 
snes Co SS ee ‘- 241 Burley & Winter Pottery Co. Domes of Silence, Inc......... 130 | Greenlee. Tool Co............. 3 
—— oyna Co......... = Burnley Battery & Mfg. Co... ete Ses PRRs acc ctcrcer se — 1 Grin Mig: Ce....66c20escees 84 
pales ag ange ‘* “1 Burton Boston Brush Co....... Dover ke CS. . 3. eS ee 
Pune ae ¥ sidinpiad he - Duluth Show Case Co......... 17 
Amerionn oS Gc rere _ c ths Pbk tke Menoere. & iCo;, 
American Sheet & Tin Plate Co. — Jey a See Seer eee ed fee — H 
American Steel & Wire ae — | Caldwell Mfg. OE lee] ie ee 127 
American Telephone & Tele- oor . . 
pen a pelliagallatra <, Carborundum Co. .........0.. E Hamilton Beach Mfg. Co...... 111 
: OE I, MR iets oc cose - . 
American Thermos Bottle Co., Chain Products C a ES SF a Harrington Cutlery Co......... = 
Sele el a SE) huxcapy gitebadee “te 11S g hasetes Mee Hatfield Rubber Works, Inc... 120 
Aainatbents: Cailier __ | Chase Brass & Copper Co...... .| Eagle-Picher Lead Co......... _ heites bite, @ e 123 
Ames Shovel & Tool Co....... FRE HE ORR Bonn cos vanes pe ae es oe one cern uiee as ae ggamemana =) 
Animal Trap Co. of America.. — eet _— ee Saye _— coking c pik Nps Hercules Powder Co........--- _ 
Auti Borax Compound Co...... ».. Colony Flexible Shaft Co..... nena ccqaanieed rs ieisige = ae nti Me Ceo, x .s0-. ae 
Apex Stamping Co............ am ene. ive. Wee Ce, - ees rs ae Hibbard, Spencer, Bartlett & Co. — 
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é § Dey eo Ncw eee sssees = : Ps Fret oove lo Ce eeesesereeeseere 
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i . a ? Hygrade Lamp Cit keeiewieens 121 
z Bakelite Corp. .........: .... =| Coldwell Lawn Mower Co..... — | Fairmount Tool & Forging Co. — 
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Barney & Berry, Inc........ — |Columbian Rope Co........... 69 | Faultless Caster Co............ -—— 
RE EO xvicabesseas bees — | Columbian Vise & Mfg. Co.... — | Federal Enam. & Stpg. Co..... — I 
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Re a SOR a kates se deene's 80 | Conlon Corporation .......... -— | Flexible Steel Lacing Co....... — | Independent Lock Co.......... ea 
i Beisser Key Machine Co...... -—— | Consolidated Electric Lamp Co. 120 | Forsberg Mfg. Co...........-- — | Indiana Rolling Mill Co....... ~— 
. Belfonte Steel & Wire Co..... — | Continental Screen Co......... — | Foster Bolt & Nut Co......... —] ragiana Steel & Wire Co..... 7 
§ SN OE SDie nics casicinn ors — | Cook’s Sons, Inc., Adam...... — | Frants Mig. Co....02.c0ceeess 41 Ingersoll Watch Co........... <t 
; Bergman Ca, B.....0..0..2.-. — | Cook Company, H. C......... — | Frederick Co........ 103-104-105-106 | ternational Nickel Co........ ‘ 
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Will Drill the 
Hardest Concrete 


Star drills are not all “star” perform- 
ers. There’s a big difference in the 
cutting quality. Green Line Star Drills 
are made of a Special Alloy DROP 
FORGED Steel known as 


KILBORN STEEL 


—the toughest and most durable steel 
known. They will drill the hardest 
concrete or granite. All Green Line 
Tools are made of this steel. 


We also make Stone, Tile and 
TWISTAR Drills. 
THE GREEN LINE 


includes Punches, Box Hooks, Drills, 
Cold Chisels, Screw Drivers and many 


other 


tools. 
Send for Complete Catalog. 


THE 


KILBORN & BISHOPCO. 


New Haven Conn. 


Manufacturers of the 


“GREEN LINE TOOLS” 


Reg. U. 8. Pat. Office 








ill Cover 


The Field- 














DOMES # 
Better 


than Casters 





If your Jobber 
cannot supply 
you—urite 
us direct. 


We also make all 

grades of Sliding 

Casters, Pin 

Slides, Felt Slides, 
etc. 


If you are one of the for- 
tunate dealers who have a 
DOMES of SILENCE Dis- 
play Cabinet, keep it on 
your counter working for 
you. It pays good divi- 

dends on the small 

space it occupies. 





YOU TELL 
THE DEALER 
HOW WELL 
YOUR PAINT 
COVERS ~~” 


Tell the hardware 
dealers about your 
product through the 
medium that covers the 
Hardware Field. The 
readers of Hardware 
Age are wide awake 
merchants. They read 
this paper because they 
want to know what is 
going on. 


Tell this responsive 
audience about your 
product and you'll take 
a big step toward 
achieving the distribu- 
tion you are looking 








for. 








DOMES of SILENCE, Inc. 


21 Pearl St., 


New York City 
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Now, more than ever, Hardware Job- 

: bers and Retailers are demanding 

ge quality merchandise. That is why, 
Il now more than ever, they are buying 

«> aics the great line of W-B-D DRILLS 

AND REAMERS. @ Realizing that 

and uniform quality is of first impor- 


tance in safeguarding the custom- 

a. al Will er’s DOLLAR AND GOODWILL, 
qpee I they have accepted the W-B-D 
line as the standard by which 

they measure the value of other 


DRILLS AND REAMERS. Q It will 


pay you to consider this carefully. 
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WHITMAN BARNES- 
DETROIT CORPORATION 


Manufacturers of Cunadian Factory 
TWIST DRILLS - REAMERS - CUTTERS CANADIAN DETROIT TWIST DRILL 
END MILLS - COUNTER BORES - ETC. >, ey §6CO. LTD., WALKERVILLE ONTARIO 


ae 











New York **- DETROIT ~~ Chicago 











N a magazince— on your counter— in 


your window . wherever seen, the 
famous Valspar Boiling Water Test is the 
“buy-sign”’ of fine finishes. 

A trade-mark recognized the world over, 
this Valspar Boiling Water Test trade-mark 
means something! 

It’s this trade-mark that makes your 


customers say “Valspar” whenever they 
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VALENTINE'S 


ALSPAR 
FINISHES 


WaTERPROOS -WEARPRODE - WEATHERPROOF 


For Every Home Use 






j 












ey: 


vs 


m= At the SIGN 
of the 
BOILING 
WATER 
TEST 


want a Varnish, Varnish-Stain, Enamel, 
Lacquer, Paint or 4 Hour finish that is 
waterproof, wearproof, weatherproof! 


The ever increasing demand for Valspar 
Quality and Valspar Durability, right in 
your own neighborhood, is giving this 
trade-mark a still keener significance for 


you, the dealer—it means the growth of 


business and profit at your paint counter! 


VALENTINE & COMPANY 
386 Fourth Avenue, New York, N.Y. 


CHICAGO: 2500 Prairie Avenue 


BOSTON: 49 Purchase Street 



































